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However you travel, 
you owe it to yourself to go 


NATIONAL 
SHOE FAIR 


\ October 23-26 : 
| ‘ The time to make your plans is NOW | } f 
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Ouality at your feet 


BROWN SHOE COMPANY 


ST. LOUIS, MISSOURI 














NOMAD Moccasin... 
an impeccable example of Stacy-Adams’ 
“‘Men’s Shoes of Distinction”. Hand-sewn 
front; fully leather lined. Superbly crafted 
in Hubschman’s Calf “1072 Town Brown 
...by Stacy-Adams Co., Brockton 62, Mass. 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. + FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y 





Make Your Store 


The Children's 


Shoe Headquarters 


with... 


Flali.stoniles 


S TRADE MARK REG US PATENT OFF 





FOR CHILDREN OF ALL AGES 


In Stock No. 7637 
Red Two-Strap, Red Lizard Saddle 
and Straps, Leather Sole 
6%, to 8—B, C, D, E. 
81, to 12 — A, B, C, D, E. 
12% to] —A,B,C,D,E 
3% to6—A,B,C,D,€ 
Also in Stock in Brown, No. 7626. 


In Stock No. 986 


Brown Raised Seam Moc- 

casin Oxford with Allen- 

ite Tip, Brown Crepe Sole 
and Heel 


Kali-sten-iks are handsomely crafted and 
comfortably styled for children of all ages. 81, to 12 —B, C, D, E. 
12% to 3 —B, C, D, E 
If you want satisfied customers and Also in Stock in Black, 
; No. 922 
repeat sales — YOU should be the Kali-sten-iks 


shoe headquarters in your locality! 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN | 
alla J a 
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ALL-AROUND BUDGET OPERATION 
WITH AMERICAN GIRL... 


fips |) AN TREMENDOUS SUCCESS! 


Merchandise Manager Jones 
writes “How Happy We Are” 


cation 


An ALL-American Girl department in a heavy-traffic area! 


Eye-Catching Windows 
Displays that pull the customers right inside!) CONSTANT PROMOTION! 
Clever gimmicks like their every-hour-on-the- hour giveaway! 


ore 
# SHOE CORNER™ 


ee eee 
me (MIEN AN CH tm 








You Can Do It, Too, with American Girl 
The Complete Profit Line! 

Everything under $10 retail 

flats, casuals, dress-ups, novelties, 

nurses and comfort shoes. . . 


with a Strong In-Stock You Can Count On 


For Fast Fill-ins! —- ¢ i, 
Steady Advertising 


Ad after ad selling this “‘just inside the door’’ shoe corner! 


“AUERICAN GiRLeH= 


288 A Street, Boston, Mass. + Div.: Consolidated National Shoe Corp 
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| 
Casual 


Phere 


t consistent qualit | why Nettleton soles 


us light casual shoes exclusively with Armour soles. 
g 


Ask for an 8 iron and its got to be 8, not 7 or 9 No wedge shapes or imperte 


tions’ Ask for fine leather and it’s go be the finest. It's got to wear—'caus¢ 
there's less to wear on light soles. That calls for prime fibres. And it’s got to look. 
Consistent quality! That sums up Nettleton’s reason for using Armour soles, say 
Jerr Randall and Harrv Lenz, Nettleton’s Purchasing Agent and Designer, re- 
spectivel And service! When 81-year-old Nettleton wants it, Nettleton gets it 
from Armour. Like to see what Armour’s standard tannage with “D” treatment 
can do for your light casual production? Or other tannages and treatments to 


mect any shoe manufacturing need? Have your Designer or Purchasing Agent 


Yitthiler LAZY LACER and ARMOUR'S SOLES — ideally combined 
Jat RMOUR LEATHER COMPANY Tomorrow’ Tnuages-Today- 


SOLE LEATHER DIVISION WILLIAMSPORT, PA. 


call Armour today. 
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In This Issue . . . 


Summer Comes in with Resort Selling ....... 


The best southern resort and cruise styles point to spring and 
summer trends in leathers, fabrics, colors and styles. 


Come to the Fair for a New Decade of Profit 
Dynamic movements in shoe retailing urge all retailers and 
manufacturers to come to the National Shoe Fair, the largest 
shoe fair in the world, the marketplace of ideas and mer- 
chandise. 


How to Be Seen at a Shoe Show ............ 


Taking a display room in a show hotel is not enough. How can 
you make prospective buyers want to come in to see what 
you have to offer? 


What's in a Shoe and How to Sell It: 

The Goodyear Welt Shoe ................ 
The Goodyear welt is the most versatile shoe construction and 
produces a shoe of outstanding quality. About one-fifth of all 
our shoes are made by this process. 


Window Displays by I. Miller's Sidney Shneer 


Teenage Customers Here to Stay with Money 

fo Spend .....cccccccccsccccscccecvcces 
Retailers all over the country are finding that teenagers are 
worth cultivating. Their number is growing and they have 
money to spend. 


Inside Shoe Business .........---e+eeeeeees 
How will shoe fitting stand up against the invasion by self- 
service? The time has come to speak up frankly. 


Departments... 


About Shoe People 
Baker Reporting from Washington 15 
Dates to Remember 73 Retail Merchandising 


Retail Openings 
Retail Trade Report 
Salesmen and Su 
Salesmen on the 
Trade Literature 
Voice of the Trade 
What's New 


Deaths 

Editorial 

Financial 

Headlines 

Letters 

Manufacturing Report 
Pattern Portrait oP 


The Cover of This Issue... 


E 
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The Brown Shoe Company believes that you owe it to yourself 


to go to the National Shoe Fair in Chicago, October 23-26. 


For 


this reason, they have contributed the cover of thie “Come to the 
Fair” issue to the National Shoe Fair with the hope that you 


will heed their message. 
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New from Wolverine ~ 
WORLD'S LIGHTEST WORK SHOES 


Most comfortable ever! Weigh } 
big ‘ 


| 
Pounds less thon o poir of ordinary work 


shoes. Their exceptional 


lightness is so 
Uppers ore light, flexible 
elk tanned leathers . . 


@aty on the feer 


- soles ore springy 
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Lightweight Work Shoes 





WOLVERINE 


4I1GAN 





A CS Mt et 
TN AA OP a 





| 


HARD-HITTING ADS SELL EXCITING NEW IDEA 
OF LIGHTWEIGHT WORK SHOES BY WOLVERINE 


month 


advertising in leading men’s magazines, 
after month. Cash in by tying in. Stock, feature 
and display Wolverine Lightweight Work Shoes 


for more sales and profits. 


Now you can offer your customers more comfort in 
a work shoe than ever before possible. No wonder 
Wolverine Lightweight Work Shoes are breaking 
all sales records! And they're backed by consistent 


WOLVERINE SHOE & TANNING CORPORATION + ROCKFORD, MICHIGAN 
West Coast Warehouse: Sparks, Nevada, P.O. Box 796, phone Elgin 5-9466, TWX RE 76 


o 
27 


See these lightweight shoes at the Chicago Shoe Fair, Palmer House, Room 762, Oct. 23- 
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report that 


are setting 


“CUSTOMIZED” NEOLITE FLEX SOLES 


Excellent Retail Selling Advantages Sound Manufacturing Advantages 


@ Looks and is smooth and mellow! @ Remarkably improved with better fin 
ishing characteristics for processing 
with existing equipment, requiring no 


special bottoming technique 


@ Absolutely uniform and flawless 
and looks it 


@ Easy to apply 
labor 


minimizes factory 


Pius the Regular NEOLITE Fiex Sole 
Features 
@ Extreme flexibility and lightness! 


@ True comfort long wear! 
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a new trend in building sales! 


CHECK YOUR COMPETITION’ 
SEE HOW MANY LEADING BRANDS 
NOW HAVE NEOLITE FLEX SOLES! 


Yes, it will pay you to check your competition. And when you 
do, you'll find that dozens of top-flight manufacturers are 
expanding their use of NEOLITE Flex Soles. The reason? Just 
this: NEOLITE Flex Soles make shoes more comfortable... 
more stylish .. . and more salable! Even your fastest-selling 
brands will sell faster when they have NEOLITE Flex Soles. 
It's because these remarkable soles are so customer-appeal- 
ing. They clinch sales like magic. That's why they've started 
a completely new trend in boosting sales. 


So don't miss the boat! If you want to get going with the trend, 
start by getting all the facts. Call your Goodyear Representa- 
tive. Or, if you prefer, write to Goodyear, Shoe Products 
Division, Akron 16, Ohio. 


TODAY’S OUTSTANDING 

SOLES FOR MEN’S SHOES 

... FOR COMFORT 

... FOR STYLE @ NEOLITE FLEX SOLES - 
...S0 FLEXIBLE .. . fapidly becoming the 
YOU CAN BEND THEM d most wanted soles for 
WITH YOUR FINGERTIP! women's high style shoes 


OTS OF GOOD THINGS COME FROM 


GooD SYEAR 
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THE QUALITY LEATHER 





Wet 


pale and cool 


...@ pure beige. 


@ 


LEATHER CO. GIRARD, OHIO 
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Come to the Fair. . \UM PING-UACKS 


antl 


NATIONAL SHOE FAIR”, 








This year’s National Shoe Fair promises to be more 
important than ever, 


And we congratulate Louis J. Schaefer and his 
Shoe Fair Committee for their efforts in behalf of 
the industry as a whole. They have been hard at 
work during the past several months, planning and 
promoting a strong, effective, dual purpose program. 


For the exhibitors: They are pre-selling the Na- the Good Ship 
tional Shoe Fair. “Come to the Fair” ads, calculated VA i Sy EY- 3 R | STO L 


to increase interest and attendance, are currently 
appearing in the trade press. 


For the retailers: The emphasis is on “New Selling See our cargo of 
secret yon in ‘es new _ that will be exciting styles in 
displayed and their profit: potential. 

To date the program is working out satisfactorily. all the new 

More exhibitors have signed up for space at the Spring lines 


forthcoming show than last year. which was a record 


event. 





And more merchants are planning to go to Chicago. 
not only to view the new spring lines but also to CAPT. 


have their fashion thinking crystallized. KEN WISE 


The National Shoe Fair is the ideal place for con- , 
sideration and discussion of the many problems will be on deck 

facing the industry . . . and possibly finding the to greet you on.. 
solution. 


SEPT. 25th 
ROOM 640 


It is also an opportunity to renew friendships. 


We will be in Chicago for the National Shoe Fair 
and look forward to seeing all of our REcoRDER HOTEL DEAUVILLE 


friends there. MIAMI BEACH, 
FLORIDA 
rd ‘ its 4 ih canis. VAISEY-BRISTOL SHOE COMPANY 


, Monett, Missouri 
Publisher 
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AMERICA’S 

LEADING 
MANUFACTURERS* 

f USE 


Cy COLAC. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


Shoe industry leaders have too much 
at stake to risk using a material they 
can’t trust. These leaders—and many 
others in the industry —are now using 
Cyco ac for the tall and thin women’s 
shoe heels that fashion hag decreed. 

CycoLac—the ABS plastie from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CYcoLac 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 





*Names On Request 


} MARBON | “SS 
MARBON CHEMICAL vivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
cs 
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LIGHTEST 


TOUGHEST 
SHOES 


EVER MADE 
i 

















CELLULAR 


/ 
TUF has what you and your customers 
want! New Micro-Cellular non-marking ; SOLES on 


soles make TUF 20% lighter than conven- 

tional shoes (as much as a pound a pair 

lighter in hi-cuts!). Thousands of tiny air 

bubbles cushion your feet, yet TUF soles a 
are tougher than ever! English-made . 


quality! Weathertight vulcanized _con- a, SHOES weserceme: 


struction! Styles for every job! Amazingly 


low prices! And — the sale-clinching 6 ea ous V/ 1TH TH F 


MONTH GUARANTEE on all men’s and 
boys’ oxfords, boots and hi-cuts! You oe MONTHS 


can't beat ‘em — better buy ‘em! Get TUF! 
GUARANTEE 











CALL YOUR NEAREST TUF DISTRIBUTOR 





DUNHAM BROTHERS COMPANY KING BROTHERS B. ROSENBERG & SONS Six v 

Brattieboro, Vermont SHOE COMPANY, INC. 215-225 Decatur Street to give you fast 
Bristol, Tennessee New Orleans 16, Louisiana in-stock service! 

THE AINSWORTH SHOE CO MODERN SHOE COMPANY SOLNIT/BUCKINGHAM & HECHT 

610 Monroe Street 12th & Washington Avenue 817 South Los Angeles Street 

Toledo 4, Ohio St. Louis 3, Missouri Los Angeles 14, California 
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Just a couple of days can make the difference between a so-so spring and success — 


WIN A RAMBLER... .. one of two to be given away as attend- SEE MORE SHOES than ever displayed before. You'll see 
ance prizes at the National Shoe Fair. Drawings, open only 
to retailers, will be held Sunday, Oct. 23 and Monday, Oct. 24 
Be sure you enter—you could be a lucky winner’ 


new materials, new lasts, new constructions, new leathers 
new colors and styles. It's your golden opportunity to shop 
and compare every new line of the spring season 








KEEP POSTED on the latest trends in all areas of shoe NEW! GALA OPEN HOUSE Sunday evening, Oct 
retailing at the Workshop for Retailers, presented by 
N.S.R.A., Sunday afternoon, Oct. 23. Today, more than 
ever, retailing success hinges on your being fully informed 


23 
Grand Ballroom, Palmer House. Sparkling new event where 
you'll rub elbows and compare notes with the top leaders 
in the shoe industry. Don't miss this opportunity to meet 
old friends and new ones! 
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-FAIRIN CHICAGO! 


SWAP IDEAS with shoe retailers from all parts of the 
country. You'll pick up useful ideas about virtually every phase 
of shoe store and shoe department operation — practical ideas 


you can apply directly to your business 


MEET “THE-MAN-OF -THE-YEAR”’ at the Shoe Fair's first 
annual Silver Shoe Award breakfast, Monday, Oct. 24, hon- 
oring America’s outstanding busineasman. Share in the sus- 
pense as his identity is revealed at this spectacular event 


ROAYS wae @ 


September 15, 1960 


You'll see everything that’s new 
in the shoe business at the National 
Shoe Fair, October 23, 24, 25, 26 


TAKE IN THE SIGHTS along Chicago's beautiful lake front 
And certainly, you and your wife will enjoy shopping on 
fabulous State Street or Michigan Avenue. Whatever your 
mood — there's always plenty to see and do in Chicago 


HAVE A WONDERFUL TIME enjoying the food and the fun, 
the theatres and night spots that make Chicago a visitor’s 
paradise. How long has it been since you invited your bride 
along on a trip like this? Don’t miss it! 


‘SHOE FAIR 


tober 23-26 


St. Louis, Missouri Makers of: Air Step + Buster Brown + Galaxies 


Glamour Debs + Life Stride + Miss America + Naturalizer + Official 


Boy Scout Shoes + Official Girl Scout Shoes + Pedwin + Propr-Bilt 


Risqué + Robin Hood « Robinette + Roblee + Smartaire 
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® The SBA is offering loans up to $250,000 for building shop- 
ping centers to be occupied only by small businesses. 


@ The Douglas Bill for the disclosure of credit 
fees lost out in Congress but some legislation 
of this kind will probably pass next year. 





@ There’s a fair chance that the next session of 
Congress will take some action to slow up sky- 
rocketing imports. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





° The government is making it easier for independent merchants to 
get into shopping centers. 

The Small Business Administration—the government agency that 
lends money and gives advice to small businessmen—is now offering 
loans up to $250,000 for construction of shopping centers to be occupied 
exclusively by small businesses. 

The loans are being made to local development companies. They 
can be used for construction, conversion, expansion, or acquisition of 
land. 

Developers wishing to apply for one of the new shopping center 
loans should go first to their local banks. If, however, local banks refuse 
to help, the Small Business Administration then may ‘lend the money 
itself. But borrowers must first try to get the money from banks. 

Interest on loans made by the SBA will be 5% per cent. Banks, of 
course, will charge different rates, but the interest on the SBA share of 
these loans can't exceed 5% per cent, nor may it be less than 5 per cent 
if the participating bank charges a lower rate. 

If you’re interested in a copy of the SBA regulations that apply to 
these new loans, write or phone your Small Business Administration 
office in Boston, New York, Philadelphia, Richmond, Atlanta, Cleveland, 
Chicago, Minneapolis, Kansas City, Detroit, Dallas, Denver, San Fran- 
cisco, Seattle, or Los Angeles. 


Congressional support for a credit fee disclosure law lost its early 
session vigor and proposals were buried under a stack of hotter political 
issues this year. 

Complicated amendments tacked onto the so-called Douglas Bill 
(S. 2755), rallying point for consumer sympathy in congress, nailed the 
bill to the shelf before the political conventions. Post convention politics 
have kept it there. 

But the issue will be pried loose next year and some form of legis- 
lation seems assured. It will come as part of a broad consumer protec- 
tion program which will include proposals for the much talked about 
“Department of Consumers.” 


Chances for a new law to discourage imports are growing stronger. 
It will be an up-hill fight however. A majority of members of both 
political faiths is still committed to the idealistic low-tariff policies of 
the State Department. But disappointing U. S. production totals, loss of 
profits, and rising unemployment are bringing a growing list of lawmak- 
ers around to the idea that some firm action against imports will have 
to be taken next year if the United States is to avoid a sizeable depression 
brought on by low-cost foreign goods. 

This year, both the Senate and the House talked and wrangled 
more over the import problem than at any time for many years. Although 
the Congress adjourned without taking any positive action to discourage 
imports, it is worth noting that the tremendous growth in U. S. imports 
caused Congress to conduct several investigations of imports, particu- 
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Report from 


@ A new flair-up in the war between merchants 
and military PXs may bring some congres- 
sional action next year. 


@ Proposed new postal rules affecting shapes and 


WASHINGTON rity ccm taw tn the mext two years 














larly imported footwear, and to introduce and discuss a record-high 
number of bills and other proposals for attacking the import problem. 

The Senate Small Business Committee, for example, paid especially 
close attention to the import problem and ways of alleviating it. The 
committee was not successful in persuading the Senate to take action 
against imports, but it is significant that the committee members held 
more hearings and pursued more investigations this year on the import 
problem than for many years past. 

In last August, the committee issued a report suggesting six different 
ways for easing the impact of imports. 

The six recommendations: 

1. The U. S. tariff negotiators should vigorously demand tariff con 
cessions from other nations. And they should resist lowering our tariffs 
on goods made abroad under sweatshop conditions 

2. Congress should consider permitting the President to soften the 
tariff recommendations of the Tariff Commission. 

3. The government should step up its collection of wage data and 
production costs abroad. 

4. The government should prevent sharp and unusual increases in 
imports, so that U. S. manufacturers could adjust to the impact of imports 
gradually. 

5. The government should act to protect patents and designs against 
pirating by foreign manufacturers. 

6. Some careful thought should be given to offering such aids as 
market research for affected industries, offering loans to firms that are 
being hurt by imports, and extending tax concessions (such as fast 
amortization of new machinery) for firms that find it rough going because 
of imports. 

The committee said it considers large increases in foreign trade to 
be “inevitable.” But it said that U. S. businessmen are entitled to some 
government help in spreading these increases over a reasonable number 
of years, so that the sudden impact of foreign competition does not kil! 
off the domestic industries affected. 

The committee mentioned that imports of rubber footwear, dress 
shirts, work shirts, trousers, coats, and robes actually doubled or tripled 
in 1959 over 1958 totals 

“During a period of orderly readjustment, an embattled domesti 
industry has sometimes found itself engulfed by a new and higher tide 
of imports,” the committee observed. 

soth Vice President Nixon and Senator Kennedy have come out in 
favor of slowing down imports. They believe voluntary—not mandatory 
action will do the job. Both state they will oppose any new law to dis- 
courage imports. The solution lies, each has stated, in persuading for 
eign producers to limit their exports to the United States. 


The Senate Smal! Business Committee has been asked to take 
another look at the hot and cold war between local merchants and mili- 
tary post exchanges. The latest flare-up came in Anchorage, Alaska 
Merchants report a loss of 50 to 70 per cent of normal business. Action 
likely next year will be a step-up of control measures to keep unauthor- 
ized people out of PXs and a possible cut in number of items PXs are 
allowed to stock. 

(CONTINUED ON PAGE 6%) 
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Accessories from 


abroad 


BY STETSON 


Lovingly tanned in the old world, where 
such things are treated as a fine art, this 
superb leather has a low lustre glow which 
is, in fact, richer and smarter looking than 
the highest shine. It’s as supple as the 
STRAP SLIP-ON #3213 
sock on a man’s foot, and just as easy to 
wear. Stylishly fashioned in these light 
weight Stetson casuals, this pliable, 
strop-like leather is exceptionally durable 
to boot... and made to sell for a new 
kind of carefree leisure wear... and added 
pairage for you. Order now — for profitable 
fall selling. THE STETSON SHOE Co., INC., 


South We ymoutl 9U, Mass. 





Call your nearest United office 
today for complete details. 


Greatly improved upwiping and forming is provided 
by the conforming Teflon toe band. It operates under 
gir pressure in complete contact all around the toe, 
making it easier for the operator to get the upper 
down to the wood. In addition, the velvet touch of 
Teflon means that even the most delicate upper stock 
can now be safely lasted. Also, since wipers are used 
for overwiping and bedding down only, they can be 
heated for better cement adhesion — and for ironing 
and pressing shoe bottoms. 

Fatigue has been greatly reduced by eliminating 
the foot treadle. Operators can now do more and 
better work hour after hour because they stand at 
ease with weight equally balanced on both feet. 
Easy control of all lasting elements is centered in one 
convenient handle. 


JJnited., 


Is the Registered Trademark of... 


=m Easier and Faster 


than Ever Before 


WITH 
dMnlied. POWER TOE LASTING 
MACHINE — MODEL B 


Neatly DOC instalation from coast to coast 
daily demonstrate the superiority of the new 
Power Toe Lasting Machine — Model B. The 
new machine completely conforms upper to 


last in a@ manner never before possible, 
sharply reduces operator fatigue, and — 
when used with the new cement gun — gives 
increased toe lasting production. 


Ideal for use with either tacks or latex cement, the 
new machine produces flatter bottoms and sharper 
feather lines when used with United's new thermo- 
plastic cement gun. Optional equipment with the new 
lasting machine, the Sdnlted. Thermoplastic Adhesive 
Applier, uses an extremely quick-setting form of 
thermoplastic cement to ensure permanence of bond 
between upper and insole. 

All these advantages — and more —can be yours 
soon. They can even be added to Model A Power 
Toe Lasting Machines now in your factory to make 
them Model B's. 


Deliveries and conversions are being made 


as rapidly as possible. 


Actually 199 
Actually 537 


April 1, 1960; 
August I, 1960. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Congress Expects to Revive Wage Bill in 1961 


Senator Kennedy promises to 
make wage legislation the first 
order of business at the next 


Congress—as Senator or as Presi- 


dent. Supporting voices are heard 


from members of the House too. 


WASHINGTON, D. ¢ 
new federal wage law 
but unions served notice 
they will renew their demands 
early next year for both a higher 
minimum wage and federal regula- 
tion of retail wages. 

sills before this year’s session of 
Congress to raise wages were 
blocked by Senator John F. Ken- 
nedy’s insistence that the Congress 
accept his bill or nothing. House 
members, irked by this “all or noth- 
ing” ultimatum, stood fast in their 
refusal to retreat from their more 
moderate bill. The result 
deadlock 


Retailing 
escaped a 
this year, 


Was a 


Issue Instead of Reality-—Repub- 
licans who sought a more moderate 
bill than the union-backed 
bill advocated by Senator Kennedy 
charged the Massachusetts Presi- 
dential candidate would rather 
have higher wages as a political is- 
sue than as a reality. Mr. Kennedy 
retorted that the moderate _in- 
creases written into the House bill 
“were not progress.” 

Under the terms of the Kennedy 
bill, federal wage rules would have 
been extended to about 4 million 
workers not now covered. Retail 
employees in stores grossing $1 mil- 
lion or more a year would go from 
the present $1 per hour to $1.05 
the year, $1.15 the third 
vear and $1.25 thereafter. The min- 
imum for workers already 
by federal regulations would go to 
$1.15 per hour the first year, to 
$1.20 the second and to $1.25 there- 
after. 


wage 


second 


covered 


House Bill Covered Chains—The 
House bill, had it become law, 
would have applied to only 1.4 mil- 
lion workers of retail chains with 
five or more stores which are lo- 
cated in two or more states. Pay 
would have been increased from $1 
to $1.15 per hour. 

What's ahead? 


Regardless of 


September 15, 1960 


which party wins control of Con- 
gress in November, the wage issue 
again 
has said he 


is sure to be raised next 
year. Senator Kennedy 
will make higher wages the first or- 
der of 
whether 
as President or 


business, regardless of 
he returns to Washington 
In the 


wage 


as Senator 
support for 
is being voiced. 


House, similar 


bills next year 


A Key Issue—There is no 
tion but what the wage issue will 
hot one next year. But wage 
farther 
in even-numbered years 
than they 
do in odd-numbered years. This pat- 
tern would that the next 
big push to bring retailing under 
federal wage regulations would be 
made in the winter and spring of 
1961-62. At that time, all of the 
House and one-third of the Senate 
will again be running for office. 

In writing laws that affect 
large numbers of voters, politi- 
cians prefer to legislate as closely 
as election days, not 
many months in advance. Most vot- 
short memories, politi- 
cians have found, and those run- 
ning for office are constantly faced 
with the age-old question from con- 
stituents, “What have you done for 
me lately?” 


ques- 


be a 
bills historically 
and faster 

national election years 


advance 


indicate 


new 


possible to 


ers have 


Factors in Defeat Grass-roots 
opposition to federal control 
retail workers was largely respon- 
sible for the defeat of this year’s 
bills. There were other fac- 
tors contributing to the defeat, 
such as the wide and irreconcilable 
differences between the Senate 
House bills. 

But the many merchants who 
protested higher wages plus Wash- 
ington fixing of retail wages in tel- 
egrams and letters to Washington 
the who can take the 
greater share of credit for the de- 
feat of the wage bills. 


Retailer Opinion—What do shoe 
retailers say about a higher mini- 
mum wage that would cover retail 
establishments? Most of them feel 
certain any such legislation would 
be felt more deeply at the 


over 


wage 


and 


are ones 


manu- 


facturing end of the industry than 
at the retail end. 

W. E. Ecton, 
Shoes, Oklahoma 
where, 


owner of Ecton’s 
City, Okla., said, 
although mini- 
not af- 
operations a great 
many segments of 
from manufacturing 
distributing to retailing 
that would be affected a lot. If em- 
ployers must pay for more than an 
produce, shoe costs 
and this would 
be reflected at the retail 


“I can 
mum wage legislation may 
fect 
deal, 
the 
through 


see 


my own 
there 


business 


are 


employee 
would 


can 
increase 
eventually 
end.” 


Layoffs Possible? — More direct 
effects from such legislation were 
foreseen by many other retailers. 
Bill Douglas, owner of Houston’s 
three Shoe Box stores, said any 
wage hike that didn’t exempt the 
smaller retailers “would force 
many smaller businesses to lay off 
both regular and part-time em- 
ployees — people who are willing, 
happy and anxious to work for $1 
per hour and even less in many 
These are high school stu- 
dents, housewives and older people 
who simply wish to be occupied 
and belong to a busy society.” 


cases. 


Smaller Payrolls?—Higher mini- 
mum wages “could eliminate a lot 
of those now on payrolls,” said Lee 
Svendson, assistant supervisor and 
assistant buyer of shoes for the 
John A. Brown Co., Oklahoma City. 
He explained, “I am thinking more 
of non-selling employees such as 
stockboys, extra office help, learn- 
ers and vacation help. This would 
mean other employees would have 
to double up on duties.” 

Mr. Svendson’s feelings were 
echoed by still others. Max Shapiro 
of Shapiro’s Shoes, Chicago, said, 
“Raising the minimum wage rate 
to a figure above $1 in independent 
shoe would put an added 
burden on the retailer. As far as 
the sales help is concerned, a raise 
in the wage floor would not affect 
operating But and 
need some women and 16-year-old 
students for cashier and stock work 
on a part-time basis. It is in these 
areas we would feel any 


stores 


costs. we use 


increase.” 
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NSRA Style Committee Informed: 


Children’s Apparel to Brighten 


NEW YORK 
brant colors will dominate children’s 


Bright, clear, vi- 


apparel for spring and summer 1961, 
and naturally this will have a 
responding influence on 


cor- 

children’s 
shoes. 

When the National Shoe Retailers 

ion’s Children’s Shoe Style 

the coming 


Committee previewed 


sunny,” with such colors as bright 


pink, bright vellow, bright orange 


alone or in combination with whi 


and other colors. The neutrals or 


pales will also reflect clear, definable 
color tints and will often be flashed 
hot 


with colors. 


Suits to Gain—Combina 


NSRA Children's Style Committee chairmen are (left to right) Stephen Heller, William 


Hahn & Co., Washington 


D. C., presiding: 


Ernest Marx, Pam's Shoe Stores, St. Louis, 


girls’ dress shoes; Steve Yeager, Steve's Shoes, Kansas City, Mo., girls’ school and play 


shoes, and Russell Word 


seasons, Virginia Shaw, fashion 
editor of Parents Magazine, draped 
piece goods across an easel to give 
demonstration of 
American 


members a visual 


the fabrics and colors. 
tanners were represented by leathers 
in matching, complementing or com- 


pe sé colors. 


Color—According to 
the misty, grayed tones 


Intensified 
Miss Shaw, 
will be replaced by an array of in- 
tensified colorations in girls’ apparel 
Even the pastel tones will have a 
definite color character. Blue will 
reflect a Danish influence that will 
come through in a rich, medium- 
tone, pure blue. Lavender and pur- 
ple, with blue undertones, will be a 
the 
will 


spring continuation of grape 
tones of fall. 
from yellow-green to lime hues and 


can be used with other colors such 


Greens range 


as blue and lavender. 


The and 


forecast is “bright 


International Shoe Co., St 


Louis, boys’ shoes 


colors, bea itifully rendered in fab- 


rics and materials, featured a wide 


range of interest: geometric and ab- 
prints, arf 


Scandinavian-inspired pat 


stract border ands 
prints, 
terns and 
patchwork prints 


Following 


in sportswear, stripes 


their ‘ 
neil 


Dig succe 


suits will show even 


They 


especially effective in the prevalent 


season, yreater 


increase in popularity will be 
classic checks and glen plaids (navy 
or black combined with white, always 
with a touch of 
the heavier cotton 
knit-like fabrics will be in great de 
mand for the look, 
there will be a proportion 
of party dresses, 


red) as well as in 


weaves. Knit and 
casual while 
growing 
expressed deli 
cate sheers. 

Lighter shades will dominate boys’ 
wear for spring and summer. Green, 
familiar but still highly effective, 
will be good in dress clothes (better 


in patterned fabrics than plain 


attractive in 
from 


Golden greens will be 


boys’ clothing. Brown, cued 
men’s wear, is 
green. Golds 
will be effective in cotton shirtings, 


including plaids, stripes and prints 


a good alternative to 


with brown overtones 


the 


After 
committee 


Footwear Highlights 
sentation, the 
got down to the business of discuss 


color pre 


ing boys’ and girls’ shoe styles for 
the coming season. 

For 
construction will be increasingly pop 


big 


boys the tapered last and soft 


ular. Slipons promise to draw 


interest 

For ¢ too, the trend is toward 
rr increasing slim shapes 
Patch saddles 


application of 


onstructions 
lend themselves to 


more color, and they are slated for 


greater fashion emphasis 
West Coast Training 


Program in 3d Year 


The West Coast 
Ass 
ryan 


LOS ANGELES 


Shoe Travelers’ iates’ rb 


training program, the « zation’s 


the 


about “no 


answer to industry’s frequent 
good personnel 


third 


complaint 
available,” is moving into its 
year. 

be held during the fall 
semester at two places, the Los An 
geles Metropolitan School of Busi- 


ness Pasadena City 


Classes will 


and College. 
Eligible for the instruction 


fied high school and college 


are q iali- 

students 
as well as persons already employed 
in the shoe business. 


= ibjec ts covered are noe 


Among 


construction methods, inventories 


and stock control, display and ad 
adminis 


The 


and 


vertising, shoe fitting, basi 


tration, and related topics. 


classes are given on Tuesdays 


Wednesday S, y 
Graduates receive pocket cer- 


and each lasts 2! 


hours. 


tificates 


f proficiency plus help in 


securing jobs in the hoe ndustry 


The already labeled a 


success, 


program, 
began two years ago when 
the West Coast Travelers set up the 
West Coast F 
the 
gained 
from the University of California. 


ootwear Foundation to 
The 


recognition 


operate training plan 


course forma! 
It’s interesting to note that a large 
part of the student body is made up 
working in the 
ising the 
working 


of persons already 
shoe who 


course to 


industry, are 


broaden their 
knowledge. 
Recorder 
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Florsheim Plant Resumes 
Production After Strike 


CHICAGO — The women’s shoe 
factory of Florsheim Shoe Co. re- 
sumed Sept. 2 after a 
nine-day shutdown caused by a 
strike. According to a company 
spokesman, the walkout did not in- 
terrupt deliveries to retailers. 

The strike, which the company 
labeled a “wildcat” one in violation 


operations 


of a no-strike clause, began Aug. 17 
when 16 cutters walked out in a dis- 
pute over piecework rates on three 
The rest of the plant’s 
50 workers struck in sympathy on 
Aug. 23. Representing the workers 
was Local 49-A, United Shoe Work 
ers of America, AFL-CIO. 

About 2,300 other shoe production 
workers who belong to the USW and 
are covered by an identical! contract 


Flor- 


patterns 


stayed on the job at two other 
sheim plants. 

The women's shoe 
back to work at the 
plant with no 


workers went 
telmont Avenue 
change in their wage 
scale for a 


However, negotiations 


new rate got under way a few davs 


later. 


Universal Boot Shops, established 
in San Diego, Calif., for almost 50 
its 16th 
Diego County at the 
The store, managed 
tobert English, is 
eration. 


years, has added store in 


San College 
Grove Center. 


by a family op- 


e Deaths 


W. Albertson Stahl, 54. 
Manufacturing Executive 
NEW YORK—W. Albertson Stahl, 
54, former vice-president 
of the 


manufacturer, 


and gen- 


eral Delman Co., 
Inc., and 
later an executive of Julianelli & Co., 
died Aug. 30. Mr. Stahl had 


left Julianelli about a month before 


manager 
high-style 


here 
his death to form his own company. 


Mr. 


the 


Stahl started his career with 
firm in 
Philadelphia and moved to Newton- 
Elkin Shoe Co., also in Philadelphia. 
Later an owner of the 
Haverhill, Mass. 
He left there to become an executive 
of the re-formed Laird-Schober or- 
ganization, before joining 
in 1958. 

(OTHER DEATHS, PAGE 97) 


original Laird-Schober 


he became 


Coelella Shoe Co., 


Delman 


September 15, 1960 


Meadlines 





PPSSA to Represent 82% of Teen Market 


NEW YORK — Eighty-two per 
cent of the sales potential of the 
fast-growing teenage shoe market 
will represented by manufac- 
turers and retailers at the Popular 
Price Shoe Show Nov. 27- 
Dec. 1. 

The show's co-managers, Edward 
Atkins and Maxwell Field, said this 
claim is based on current sales 
trends as set forth in the 1959 Foot- 
wear Price Line Study released by 
the U. S. Commerce Department. 

According to the study, popular- 
priced youths’ and boys’ shoes re- 
tailing at $8.95 or less account for 
88.9 per cent of sales in this field. 
Similarly, misses’ footwear retail- 
ing at $6 or under represents a 
minimum of 74.5 per cent of sales. 


be 


here, 


Manufactur- 
PPSSA will 


Million Pairs— 
the 


57.5 


ers exhibiting at 


33.5 million pairs of 
estimated 45 million pairs for 


produce some 
the 
teenage girls to be sold next year. 
They will make close to 24 million 


pairs of the estimated 27 million 
pairs of youths’ and boys’ shoes due 
in 1961. 

“The tremendous sales and profit 
potential of the expanding youth 
footwear market makes PPSSA a 
must for shoe buyers and retail- 
ers,” Mr. Atkins and Mr. Field say. 

The teenage population has in- 
creased from 15 million in 1950 to 
20 million this year. And PPSSA’s 
co-chairmen it’s expected tec 
grow even faster during the 1960s 


say 


Shoe Consumption Gains 
PPSSA’s leaders also point out that 
per-capita footwear consumption by 
teenagers has been climbing stead- 
ily over a five-year period. 

In addition, the spending powe: 
of the teenager has in- 
creased fourfold in the last 15 
Meanwhile teenagers have 
come into their own as an impor- 
Mr. Atkins 


average 


years. 


tant fashion influence, 
and Mr. Field note. 


Endicott Johnson Appoints Mills as Senior VP 


ENDICOTT, 
Mills 
president of Endicott Johnson Corp., 


ie 
named 


taymond A. 


has been senior vice- 
with executive responsibility for all 


of the 
marketing 


expansions company’s new 
and 
sales programs. 
Frank A. John 
son, president and 
board chairman, 
said the 
ment 1s 
of “the 
completion of 
first 
long - range pro 


appoint- 
indicative 
successful 
the 
phase of our 


gram to strengthen 

RAYMOND A. MILLS ur competitive po- 
sition.” 

Mr. Mills, a 


1948, has supervised the reorganiza- 


vice-president since 
tion of the company’s sales and mar- 
keting functions. He also started an 
executive market survey to provide 
a basis for future marketing activi- 
ties. 
Mr. 


30 years ago. 


Mills joined EJ 
He is a 


more than 
director of 


both the National Shoe Manufactur- 
ers Assn. and the National Assn. of 
Shoe Chain Stores. 


Shoe Manufacturers’ Ratio 
Of Income to Sales: 4.3% 

BOSTON Shoe manufacturing 
corporations showed only a 4.3 per 
cent return of net income to net 
sales, before taxes, in 1957-58—the 
last period for which data is avail- 
able. 

This was the finding of the New 
England Shoe and Leather Assn. 
after an analysis of figures released 
by the Internal Revenue Service of 
the Treasury Department. 

Out of a total of 884 manufactur- 
634 reported net income total- 
ing $100,440,000. Their combined 
income tax $47,460,000 
their gross receipts 
$2,012,119,000. 

The other 250 manufacturers re- 
ported deficits totaling $6,597,000. 
Their gross receipts were $179,197.- 
000. 


ers, 


was ana 


amounted to 
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St. Louis Offers TV 


Shoe Fashion Show 


» 





eS ee 


Self-contained, shoe fashion show kit is supplied to TV stations by St. Louis Shoe Fashion 
Board. The unit opens into a 6-ft. stage and theatre setting with 18 shoes 


ST. LOUIS — The Shoe Fashion 
Board of St. Louis is making a trav- 
eling fashion show available to tele- 
vision stations this fall to unveil sea- 
sonal footwear from the “Shoe Mar- 
ket of America.” 

This innovation is part of the 
stepped-up, year-round program of 
the St. Louis Shoe Manufacturers 
Assn. to promote St. Louis branded 
shoes. 

The show will be shipped to TV 
stations as a self-contained unit. The 
kit opens into a 6-ft. stage with shoes 
occupying the center and wing sec- 
tions as the “stars” of the presenta- 
tion. The show is timed for a 15- 
minute or a 30-minute program. Or 
it can be integrated into an existing 
program as a feature spot. For the 
live audio, a fashion commentary is 
supplied. 

The 18 featured shoes were judged 
by the Shoe Fashion Board as best 
representing the leading footwear 
trends which are being offered to 
American women for the fall season. 
Chosen from more than 150 styles, 
the collection represents the work of 
some of the country’s top designers. 

Each shoe is individually mounted 
in the setting and is to be removed 
from location to a foreground posi- 
tion on the “stage” as the commen- 
tator describes it. 

Although each shoe will be identi- 
fied by brand, TV commentators will 
be able to include or omit brand 
names in keeping with station policy. 

First showings of the Shoe Mar- 
ket of America presentation were of- 
fered about Sept. 1 to stations in the 


22 


markets. The show was 


supplied on an exclusive basis in each 


50 largest 


TV coverage area. 


Russian Pairage Goal Is 
Out of Reach, Aide Says 


MOSCOW—The leather industry 
of the Soviet Union isn’t up to meet- 
ing the goals set for the shoe indus- 
try in the next five years, according 
to statements by B. Breyev, director 
of the Soviet Central Research In- 
stitute for the Leather Industry. 
footwear industry 
scheduled to produce 515 million 
pairs by 1965 compared with 389 
million pairs claimed for 1959 

Mr. Breyevy the leather in- 
dustry isn’t prepared. He called it 
“one of the least mechanized indus- 
tries of the Soviet Union” and cited 
the numerous “damp workshops 
with obsolete machinery where the 
bulk of the heavy laboring tasks are 
still being carried out manually.” 
These places make up the majority 
of the industry, according to Mr. 
Breyev, though he said some fac- 
tories are fitted with electronic 
equipment and are also fully auto- 
mated. 


Russia's was 


said 


Fashion Shows at Miami 

ST. LOUIS—Panorama division 
of International Shoe Co. will hold 
four informal fashion 
during the Miami Beach Shoe Show 
Sept. 25-28. The shows are set for 
both Sunday and Monday at 10 a.m. 
and 2:30 p.m. in the Deauville 
Hotel. 


shoe shows 


Japan to Curb Plastic 
Shoe Exports to U. S. 


WASHINGTON, D. C.—The Gov- 
ernment’s top leather advisor says 
moving toward curbs on 
exports of plastic the 
United States. 

Japanese producers and exporters 
of plastic shoes fear strong protests 
from U. S. manufacturers un- 
less they voluntarily act to trim their 
shipments to this country, according 
to J. G. Schnitzer, director of the 
Leather, Shoes and Allied Products 
Division in the Depart- 
ment’s Business and Ser- 
Administration 

Exports of plastic from 
Japan to the U. S. last year were 
valued at 7 billion 
with only 1.02 billion 
360 ven equal $1 


Japan is 


shoes to 


shoe 


Commerce 
Defense 
vices 


shoes 


compared 
1958 


yen 
yen in 


Voluntary Quotas Planned—The 
Japanese industry, anxious to avoid 
repercussions from the American 
footwear industry, is going to try 
voluntary quotas on the export of 
chemical shoes to the U. S. It 
lieves these self-imposed restrictions 
will have the effect of softening 
U. S. protests and will also help to 
prevent legislation aimed at shrink- 
ing the volume of foreign goods that 
S. ports. 


be- 


may enter U. 
Mr. Schnitzer that 
about 90 per cent of the Japanese 


estimates 


plastic shoe industry is located in 
and around Kobe 

Children’s vinyl shoes were made 
Kobe around 1949, and the 
footwear industry quickly 
took up production of plastic shoes 


in volume. 


first in 
rubber 


Small Producers-—Most Japanese 
producers are small or medium-sized 
They are 
advantage of 


Manu- 


closely 


firms, Mr. Schnitzer says. 
quick to the 
changes in style and design. 
facturers have 
with one another in efforts to pro- 
duce better quality shoes and thus 
to increase their market. 

Plastic shoes are made with vinyl 
or nylon uppers and natural or syn 
thetic rubber soles. Other types fea 
ture uppers of cotton, bro 
cade or similar materials. The shoes 
are light and durable. They come in 
many and 
cleaned without polishes or cleaners. 

They among the 
younger generation. 


se1ze 


cooperated 


straw, 


colors can be easily 


are popular 
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@LIVE 


IS THE COLOR 
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4s IS THE QUALITY 








For the new season, Edwin Clapp 
introduces Brown Olive ... a loden 
brown... with the warm glint of 
the Mediterranean sun glowing in 
the leather. The perfect color for 
Fall... and a color which lends it- 
self to dynamic promotion at retail. 
Another reason why Edwin Clapp 
leads in fashion ... as well as in 


quality. 


Stvle TA 39 
Brown Olive Soft 
Grain Slip-On 
TAO In Dressy 
Black with 


Red Lining 


a Style TA 36 
(3 Brown Olive Soft 
.G 


Grain 4-Eyelet Tie 


TA06 Also 


so In Black 
>>? 


aT aneo 


IN-STOCK Write for Catalog 


EDWIN CLAPP & SON, INC. 


Visit us in Room 788, Palmer House during the 
East Weymouth, Massachusetts 


Chicago National Shoe Show 





Cus hionize0) 


hbellatres- 
tr 


FABULOUS! 


THE BIGGEST SUCCESS OF THE YEAR — and 


still growing! Dealers are setting new sales and 
profit records all over the country! For DEER. 
EASE is a luxury casual at a popular price... 
sells to teens and grandmas alike . . . looks good, 
feels good, weighs next to nothing. Only CUSH- 
IONIZED BELLAIRES makes this Genuine 
Deerskin casual with the deep full length Air 


Pillow Cushion. Try a sample order now! 


IN-STOCK now in 3 COLORS 


STYLE 7016 — Natural Deerskin 
STYLE 9016 — White Deerskin 
STYLE 1016 — Black Deerskin 

Sizes 4 to 11 - Widths N-M-W 
Price $7.50 


CUSHIONIZED BELLAIRE SHOE CO. 
Portland, Maine 


Genuine 
Deerskin 





Come to the 


HOE FAIR IN CHICAGO! 


@ Learn what's new in construction, production, 


4 days packed with facts 

and selling! 
and festivities... © Shop and compare all the new lines! 
The National Shoe Fair, e Exchange ideas with your fellow retailers! 


© Have a great time in a great city 


October 23, 24, 25, 26! and get THE SPRING SHOE STORY in a capsule! 


7 pie] | £07 


an 


WIN AR R AN 
Anes in drawings for retailers only! One GRAND OPEN HOUSE Sunday evening in the Palmer House 


another on Monday, as National Ballroom! Visit with industry leaders, new friends and old, 


given away on Sunday, 
Shoe Fair attendance prizes at this first-time event 


“ Y ” 
LAA AA ELED brings you the latest trends LEE n2cmed Monday at the 


in every phase of the business! Presented by N.S.R.A. on first annual Silver Shoe Award breakfast. Honors America’s 


Sunday afternoon outstanding businessman! 


The World's Largest reeeneeensinnsseiehpenseiieersyeceucensereasocees 
Shoe Manufacturer 7 7 : 
invites you to the : 
World's Largest ' | : 
women SHOE COMPANY 


SOE EEO EEE TEESE EEE EEE EEE EEEEEEEEEEEEEEOE EES 


NATIONAL 
SHOE FAIR Mire La rgcel hee Mlanufeacie 262 


October 23-26 
ST. LOUIS + NEW YORK + LOS ANGELES+ ATLANTA 


Septemver 15, 1760 
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Button up the Boot Business with Bata ties sn. 


ness like the wet weather business you'll do with Bata rubber footwear. Bata has the 
styling and selection that lets you make the most of this seasonal market. Bata sturdiness 
and serviceability mean satisfied customers. Stock 

and sell the line that builds business—and brings 

it back— Bata. Order now. 


BOOTS : PULLOVER 
MISSE ; BOOTS 


ee . 7 - Aes "| a? 
FUR CUFF oe | GUSSET fq . 3 > 
| i = 
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ing 
gaturday Evee 


- The 


parents | pe sOsT! | 


| n 1 , b arm M agaz i nes a distributor near you. If you don't know him, 


write us. 


Tingley advertising is being read by most Amer- And remember, you make far more money with 


ican Families. Don't be caught short. Tingley Tingleys because you fit more shoes better . . . 
sales have doubled in the past two years. There's with 1/3 the inventory! 





you rself... 





THIS 
ADVERTISEMENT 
APPEARS IN / ‘Tingley Boots stretch on easily and they grow with 
PARENTS’ growing feet. One pair often lasts for at least two Seasons. 
MAGAZINE All rubber—not plastic — there's no fabric lining to snag or tear. 
FOR OCTOBER Button, strap and boot are all molded in one piece. 
Tingleys are easily washed, inside and out, under 
the faucet. Dry instantly. 
Buy now for fall rains and winter snows — 
keep those little feet warm and dry 
throughout the school year. 





AT SHOE STORES AND 
SHOE DEPARTMENTS. 
Children's and 
Youngsters’ Boots 
en g209, «RUBBER CORPORATION 
Rubbers NRL MR ES LLL 
from$225 Rahway New Jersey * Established 1896 


RUBBER FOOTWEAR FOR ADULTS ¢ CHILDREN © MECHANICS @ FARMERS 











TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, New Jersey 


Please send me the nome of nearest Tingley distributor and latest catalog 


@ /f you don't know the 
Tingley Distributor, write 


Nome 


Address 


a ee ee ee 


September 15, 1960 





A side gore of TAYLOR 
Nylon Suede SHUGOR adds 
comfort and fit to this 

slip-on with its 

decorative buttons. 


"TAYLOR 


The appearance of suede and the resiliency of 
‘ elastic shoe goring make TAYLOR Nylon 
Suede SHUGOR extremely valuable 
where a striking contrast with calf or other 
smooth leathers, or a match with suede leather, 


is important to the completion of a style motif. 


A black calf casual 
with TAYLOR Nylon 
Suede SHUGOR 





~ THOMAS TAYLOR & SONS 


1864 
HUOSON MASSACHUSETTS 


TAYLORED -TO-Fi 
COPR. 1960 THOMAS TAYLOR & SONS 
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RED LTE 


September !5, 1960 


THE PRODUCT 


exciting new styles .. . fine fabrics, new taper toes, smart detailing 
for sell-on-sight appeal. Machine washable, too. 


THE ADVERTISING 


Life, Saturday Evening Post, True, Seventeen, Esquire, Holiday. 
Coast-to-coast TV. 


THE MARKET 


unlimited and growing .. . with the strongest brand name in the 
popular price field. 





GET YOUR ’61 CATALOG 
from your distributor 


SEE THE NEW TRED-LITE LINE 
of fabric casuals for men, women 
and children 


For the name of your nearest distributor write: 
CAMBRIDGE RUBBER COMPANY, CAMBRIDGE 39, MASSACHUSETTS 


BOSTON SHOW: ROOM 436, STATLER-HILTON HOTEL 





"Turning an inquiry into a good sale" 


When does 29¢="19.20? 
Dougles 
Feet Ar a Switch 





Mr. Jay Smith 

Kiwi Polish Company 

High Street 
ttstown, Pennsylvania 


4 + 4 hic } ++ar ived fr 
I know you will be interested in this 
O e of our store managers. 
"Mr. Jack Rhodes 


GENESCO 


the fastest 


' nigh ahine 
how to get the High ose 


growing 
shoe polish 
nao ae : : e s ‘ , b ; . : 
= we have in our win iow. He was § maze in A erica! 
, se 1] ir of shoes, make 
; Now, if you can seii me a pair of S: m J 


+ 
I s you have in the winaow 
shine like the ones you have ir P 
0" 
y a pair. 
¢ 9814's, size 10D and or 
i him a pair of 9814's, Size 
te j 9¢ Cc f Kiwi poiis! 
trees and a 29¢ can of Ki poli oe 
1e of $19.20 thanks to Kiwi polish. 


Kindest regards, 


Joe Holub” 


te *rea 
va 


KIWI...BETTER FOR LEATHER 


BACKED BY BIG ADVERTISING! 


Jack Paar Show—Dave Garroway “Today” Show 
Coast to Coast Over NBC Television Network 
PLUS LIFE, SATURDAY EVENING POST, PLUS Local Radio, Too! 


THE KIWI POLISH CO., POTTSTOWN, PA. 
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* Acme dealers 
from coast 
to coast 
will feature 
this handsome 


See it at the | aa color-and-gold 
NATIONAL i" 


SHOE FAIR ry ; : 
October 23-26 | ; window display... 
Rooms 706-730 : 


Palmer House, 


Chicago | 1 y a to help them cash 


in on nationally 
advertised 
golden angus 
boots ... the most 
beautiful boots 


ever created! 








See Acme’s Golden Angus full-color full-page advertise- ACME BOOT CO., Inc. 
ments in LIFE, LOOK, SATURDAY EVENING POST, WEST- Clarksville, Tennessee 
ERN HORSEMAN, and TODAY'S HEALTH, a publication 

, agit WORLD’S LARGEST 
of the American Medical Association. BOOTMAKERS 
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We take great pleasure 
in announcing that 
Joe Edmondson 


formerly assistant sales manager, 


has been appointed 


Sales Manager 


ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 
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We take gual pleasure 


i = - ae , 
Al rasiow 


formerly sales manager, 
has been elected 


Vice President 


in charge of 
market development 


ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 
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INJECTION MOLDING BRINGS 
A GREAT NEW TECHNICAL 


Smooth calf and sueded 
aif m 3 styles 

(Bucher, Bal. Monk Strap) 
8 stock nurmbers at a 

Gramatic price breakthrougt 


$9.95 and $10.95 rete 


THE 21ST CENTURY IS HERE TODAY —withthebiggest These features can multiply traffic and volume in your store: 


technological advance since the first machine-made shoe! ® Beautiful leather uppers combined with soles and heels 


€ Combining hand-made appearance and fine leathers with that never wear out 

soles and heels that never wear out—the INJECTION MOLDED Soles and heels never break away from leather uppers 
TRENDSETTER SHOE has been bought and approved by 11 Soles and heels never spread or lose their shape 
million European wearers. {Trendsetters by Vylar were in Perfect fit—never varies, thanks to automation 
vented by a French shoemaking genius who succeeded where Lightweight, comfortable, flexible 


everyone else failed. He brought together the sciences of Non-slip soles and heels will not crack in cold, soften in 


heat. Resists acids, oils, grease, soil, grime 
chemistry and automation in a revolutionary new technique . 


’ Chemical and bond seals upper to sole and heel forever 
of shoe-making. {it ups production per worker by 500%... 
... eliminates nails, staples, tacks and threads 


cuts manufacturing costs to bring you a product that you 
g ey Pr y ® Sole cleans with a damp cloth 


can retail for one-third less than comparable shoes! 
The greatest product story every told! Write, wire, call today 


- | atrdé > —with a small initial investment, you can get the jump on 
a , competition in your town. Imported from France, these shoes 
” : SPIROU 
are now IN STOCK at Maynard, Mass. 


en ere eT eet THE SOLE AND HEEL THAT NEVER WEARS OUT! 


Unconditional Money- Back Guarantee With Every Pair. 
STYLE | stvte no. | pescRIPTION 
SPIRE (Blucher, 3 | Al-100 Black Suede 5 DEALER REQUESTS Will Be Considered in The Order In 
= Which They Are Received! 


A2-100 Brown Suede 


AB-100 Green Suede 

G1-100 Black Grain 

G2-100 Brown Grain 3 
SPIROU (Monk Strap) A8-106 Green Suede 5 TRENDSETTER Footwear Corp. / 
STADE (Bal, 4 eyelet tie) Al7-104 Sand Suede Affiliate of Mutual Shoe Sales 























o 


hunting season! 


Hunting Pacs are competitive! But, 
you've got to have them for your 
customers...and you've got to have the 
right pac, too! Here are FOUR 
field-designed hunting pacs. Light 
weights... heavy weights...even lined 
pacs, to help you satisfy just about 
any customer! 

What about price? These are the most 
competitive pacs you've handled... 

and at a neat profit for you! Check our 
descriptions, then shoot your order 

in today! We can send a representative 
range of sizes if you like. Write 

for order and price information 


1. Men's 12", & eyelet hunting pac. Olive 
drab uppers, ankle fit, brown net lining, 
cleated crepe-type outsole, full sponge rub- 
ber insole, bright finish. 6-13. =2949M 


? Men's 12”, 4 eyelet fleece-lined pac. Red 
uppers, shearling lining, thick removable 
felt insoles, cleated crepe-type outsole. 
Whole sizes, 6-13. =4622M 


3. Men’s 12°, 4 eyelet winter pac. Olive 
drab uppers, ankle fit, ankle-high wool 
fleece inter-lining enclosed in rubber, out- 
side Jersey net lining, wool felt midsole, 
high-grade sheeting insole, cleated crepe- 
type outsole Whole sizes, 6-12. #2942M 


4 Men's 12” full lace bal pac. Olive drab 
uppers, mid-high wool fleece inter-lining 
enclosed in rubber lining, wool felt mid- 
sole, rubber-covered insole, cleated crepe- 
type outsole.Whole sizes,6-12. =2944M 


Rubhe ry Di ision 


ENDICOTT JOHNSON CORPORATION 


Johnson City, New York 
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SHOE SAVER 
keeps feet dry without rubbers 


SHOE SAVER” protects and 
preserves leather. Keeps water 
out. Shoes stay soft, comfort- 
able, new looking longer . 

take a brighter, lasting shine. 


Retail: 4 oz. bottle $1.00 
8 oz. spray $1.59 


Network TV | TV Guide “Spectacular” 


Beginning Sept. 13 for ten ' Full color, 4-page “spectacu- 
weeks — over 100 ABC sta- lar” featuring Shoe Saver and 
tions coast-to-coast. Featured , Suede Saver will be bound in 
on popular shows: ' the center of the Sept. 17 is- 
“Love That Bob”, ' sue of TY Guide! 

“Who Do You Trust”, 

“Beat The Clock”. 


§,, MAKE A FULL 40% PROFIT on both 
SHOE SAVER and SUEDE SAVER. Order now 
— stock up — display prominently — then lis- 
ten for some sweet new music from that 
cash register! 


J 


2 fast-moving 
silicone products 


SUEDE SAVER 


ends water-spotting on suede 


SUEDE SAVER* is a protector, 
cleaner and reconditioner all- 
in-one. A neutral spray that 
makes suede an “all-weather” 
leather. 


Retail: 6 oz. spray $1.25 


Men's Magazines Women's Magazines 


TRUE, SPORTS AFIELD, | MeCALL’S, VOGUE, 
OUTDOOR LIFE, MADEMOISELLE— 

SPORTS ILLUSTRATED— will carry the Suede Sayer 
full column schedules in oll will ' story to millions more women. 
reoch millions more men with 

the Shoe Sover story. 


All this plus a complete package of free local sales aids 
including: handout literature, newspaper mats, displays, radio- 
TV announcements, window banners . . . you name it! 


Dow Corning CORPORATION 


MIDLAND. MICHIGAN 
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ollow 
mm, 


to increased sales with the news in shoes... 
the LUA “Leather to Boot” promotion 
in October Seventeen Magazine 


LIA pre-sells the huge teen market for you with the teen fashion rage... Leather Boots! 
Leather Boots...for more profit per unit... for extra sales... for girls who can select from 
your stock the moment they enter your store. Tie in now...there’s free point-of-sale 
merchandising support...there’s Seventeen’s 
powerful editorial impact on teen buying power 
...there’s exciting publicity in your local news- 
papers, television, radio. Follow that teen-age 
girl to the highest profits you’ve ever known! 
Write to: Leather Industries of America, 


411 Fifth Avenue, New York 16, New York 











Appearing in October Seventeen as full color Spread. 
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Get personal attention 


in the Recorder... 

from the key men in 
your market. They read 
it because they need it. 
Sole comprehensive 
source of operative 
information, of new 
ideas, products and 
techniques — the 
Recorder’s authority 
demands attention — 
its editorial energy 
generates response. 


the one that tells ’em 
AS the one that sells ’em. 


Recorder 


A CHILTON (¥) PUBLICATION 
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the 
golden glow of 


PEANUT 


Glace 
sroganeli 


enriches a sleek new pump by 


Ntinal Bridge. 


44251 Tempest. in Peanut Gilacé Brogandi, 
narrowly edged in black. Stacked heel. For 
information about this style, please write 
direct to Natural Bridge, Division of 
Craddock-Terry Shoe Corp., Lynchburg, Virginia 


Peanut is one of three exclusive new 
shades for Spring in Evans Glace Brogandi 
The others are Pompeii and Desert, 

all available as well in new Evanesse 
Write today for samples 


* Quality ° JOHN R. EVANS & COMPANY 
° Controlled 1857-1960 The House of Uniform Quality leathers 


. i 
Camden, New Jersey 
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by JOHN REILLY 


Editorial 





The Easy Way Out 


RE the manufacturers of some of our branded 
lines giving too much help to their retailers? 
Some of them think that they are. Many re- 
tailers, knowing that all these services are costly, feel 
that it would be more mutually profitable if at least 
some of these efforts and dollars were spent in other 
ways. 
branded line manufacturer observed 
“what with advertising and merchandising programs, 
cooperative deals, accounting services and financial help, 
job some of us are not doing is the 
janitorial service.” 


Recently, a 


about the only 


Delegated Obligations 

No one can question the fact that over the years a 
great many merchants have been taking the easy way 
out. They have delegated obligations and jobs to their 
manufacturers which properly should be their own 
concern. 

There is a very simple reason for this escapism. It is 
the result of the natural insecurity a merchant must 
fee] when hard-pressed by his competition. For years, 
smaller retailers, particularly, have seen chain com- 
petition up and down the street, all with attractively 
designed stores and windows that sparkle continually. 
They have watched powerful chain store advertising 
appear at a frequency they could never afford to match. 
And these ads have featured shoes they knew their 
customers wanted, indicating open-to-buys the smaller 
retailers wished they had. 

The logical solution apparently was to delegate all or 
some of the responsibilities for style selection, mer- 
chandising and promotion, and in some cases outright 
management, to people they believed to be better quali- 
fied for the job than themselves. 


Twenty Years Ago 

Twenty years ago, the popular philosophy was to 
“get a good brand and stick to it.” And this formula 
worked, too. It built strong and profitable businesses 
for thousands of independent merchants, but they were 
rugged individuals as well as merchants and their re- 
sources knew it. 

sut much has happened in the shoe business in the 
intervening 20 years. Not only has the chain store 
competition snowballed but the years have brought new 
competition from manufacturer-owned or controlled 
stores, and from the discount and self-service store. 

It is significant that during this era of increasing 
competition, more merchants have been passing back 
more of their duties and responsibilities to manufac- 
turers. The question might well be asked now, “Is this 
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passing back of responsibilities making automatons of 
many retailers? Is this the price they must necessarily 
pay to sell a popular branded line today?” 


No Longer Consulted 

From time to time we hear from some of our mer- 
chant readers, particularly the smaller ones, that they 
are no longer even consulted on the styling of lines. 
They are shown a line of shoes in completed form and 
told that this is the way it must be bought. Answering 
a recent editorial on the problems of In-Stock, one mer- 
chant writes that this sort of thing is the real short- 
coming in modern In-Stock departments. They 
styled and set up by “experts” who are led by a clique 
of fashion people and magazines. They simply have “no 
feel of the pulse of the market.” Their mistakes, and 
not incomplete and sketchy opening orders, are the true 
cause of fouled up retail and manufacturer inventories. 

In sharp contrast to the opinions of the smaller inde- 
pendent retailers, we hear from specialty and depart- 
ment stores that too many branded lines have become 
stratified and are no longer flexible enough to meet 
chain store competition. Branded lines, they say, are 
living in a “two season era,” while shoes today must 
be sold in a four or five season cycle. 


are 


Business Could Be Better 

Business this last season certainly could have been 
better for both independent and department stores. 
Unwanted styles or carried-over inventories and too 
lengthy inventory periods may well have been the cause. 
This in turn has seriously curtailed fall commitments. 
Will the average merchant have the fresh shoes his 
customer will want this fall? If he doesn’t, the best 
and most powerful advertising and promotion in the 
world will not produce for him. 

The time may very well be at hand for the merchant 
to start to do more thinking for himself and to reassert 
a true merchant's position on every policy that con- 
cerns his business, prices included. 

The old line shoe merchant did not allow himself to 
be frozen into a price bracket. He knew the difference 
between the shiny apple and the dull, and he knew 
how to price accordingly. He knew what styles to buy 
and in what depth to buy them. He knew how to evalu- 
ate the possibilities of a style, and, even though we 
heard a lot less about it, he was usually open-to-buy. He 
had initiative and he showed it. He was vocal and as a 
result he helped set policy for his resource. But more 
important, he recognized that, in the last analysis, it was 
and he did 


his responsibility to move the merchandise 


not shirk any of the responsibility to do the job. 





BEST 
Stocked in Sigoro Firenze Calf 


with Multi-Brown Calf Vamp 


Every trip is made happier 


with Heydays Shoes 


HEYDAYS SHOES, INC. © 2032 tOCUST STREET - ST. tOUIS 3, MISSOURI! 


You'll love 
living Heydays 
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ZOUCE of the 


“The real incentive to selling shoes is 
not just to make a sale,” says J. J. 
FRAZIER, 


“The satisfaction comes 


veteran retail shoe sales- 


man. when 
you have helped people to ease their 
foot ills.” 

He should know, for he has spent a 
lifetime doing just that selling 
shoes over the fitting stool, to custom- 
ers who need and appreciate shoes that 
fit well Mr. 
Frazier been with Schroeder's 
Health Shoe Store in the Rusk Build- 
1950. 


and are comfortable. 


has 
Texas, since 


ing in Houston, 


Other retail shops before that. 


At Schroeder's, they carry Cantilever. 
Ground Gripper and similar lines of 
shoes and “these are a cinch to sell,” 
says Mr. Frazier. “These shoes are so 
constructed,” he convincingly explains 
to his customers, “that every time you 
take a step, the movement forces foot 
action, thereby stimulating circulation 
throughout the feet and legs.” 

It works all the time! 


“We 
trend in the men’s summer casual busi- 
ness this past season,” says DONALD 
C. RICH, co-owner of Flodon’s Shoes, 
Warwick, R. I. “And 


noted a definite and changed 


it's a good 
“Men bought many, many more light 
weight leather casuals, rather than the 
canvas types. This trend started more 
than a year ago. Last summer, 1959 
sales of the two types ran about fifty- 


fifty. This 


weight leather casuals for every can- 


year, we sold two light- 
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Trade 


We like it the 


leathers run a ticket item about double 


vas pair. because 
that of the canvas. 

“This trend is a definite result of 
suburban living, more outdoor enter- 
taining and the general improvement 
It reflects 


the increase in leisure time and more 


in our standard of living. 


social activities.” 
* © @ 

All signs point to a dramatic new 
switch to bright colors for fall and 
winter. French and American couturier 
openings all confirm this trend and it 
is reflected in all of the smartest new 
coats, suits and dresses . . . in brighter 


than usual colors for daytime and 
beautiful, staccato colors for evening. 
Leading the color parade of smart 
apparel, which will be in stores across 
the country this month, are: plum and 
tones; bonfire and rosy 


grape new 


reds; sparkling golds (from light to 


mustard): tawny new amber 


deep 
tones; green tinged neutrals and many 
pale toned neutrals in pinks, blues, 
greens and violets, used over darkened 
brights. Fall costumes will coordinate 
carks with brights in sharp con- 
trast or harmonious combinations. 

W here are the colored shoes ? Answer : 
In the shops of those foresighted re- 
tailers who ordered plums, purples, 
dark reds and toned neutrals late in 
June, to augment the brown tonalities 
that opened the season. 


Your Defects to Dufek’s.” 


“Buying cheap shoes to save money, 


“p 
Bring 


is like stopping the clock to save 
time.” These provocative messages, in 
the form of counter signs, are promi- 
nently displayed at Dufek’s Shoe Ser- 
vice Shop in West Sturgeon Bay, Wis- 


consin, 


HARRY DUFEK, owner of the shop, 
believes that having a simultaneous 


operation shoe store and shoe 


has greatly in- 


“As in 


repair service 


creased his business. He says: 
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the automobile trade, customers very 
often bring their purchases back for 
repairs to the place where they bought 
them. This practice makes for confi- 


dence and extra sales opportunities.” 


The shop carries a complete line of 


shoes, including children’s  ortho- 
pedics, and is especially service-minded 
with regard to work and safety shoes 
used by shipyard workers. Mr. Dufek 
uses the various media . . . direct mail, 
radio, newspaper and window display 
And he 
constantly practices his business suc- 


“Meet 


Have quality merchan- 


to advertise his shoes. 


cess slogans: your customer 
with a smile! 
dise! Know what you are selling! 
Have a good stock and selection of 
shoes!” 
* 2 * 

“Cement process shoes are creating the 
same revolution in the men’s market 
now as they did some thirty years ago 
in the women’s shoe field,” says WIL- 
LIAM SOLAR, vice-president of Com- 
He has just re- 
turned from an extensive survey trip 
throughout the 
where he talked at length with re- 


He 


lively interest in men’s cement process 


po Shoe Machinery. 


west and midwest, 


tailers and consumers. found a 
shoes replacing the earlier resistance 
to anything new. 

“The variety of styles, the degree of 
comfort and the logic of construction, 
are all factors that generate a rapidly 
increasing acceptance,” says Mr. Solar. 
“This is not a fad. It is an irreversible 
trend. There are no longer geographic 
or seasonal limitations on cement proc- 


ess shoes. Once considered appropri- 
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ate only for lightweight casuals, the 
process has now grown up to realize 
its unlimited promise. 
“The retailer is the important man in 
this changeover, as he is in everything 
else. And the retailer's approval is the 
key that has opened the door wide.” 
One of the midwest’s biggest retailers 
told him that his salesmen’s enthusi- 
asm for new cement process styles has 
made a big difference in sales. An- 
other retailer was quoted as saying: 
“A man buys what we show him. When 
we show him cements, he buys them. 
It’s that simple.” Another reported: 
“Ever since Italian styling hit this 
country, the cement shoe has _ been 
very big.” 
“Men are traditionally slower than 
women to accept change,” says Mr. 
Solar. “but once they accept it, their 
loyalty is complete.” 

* 2 « 
Advertising that is effective is in- 
formative and motivating. It does not 
put emphasis on the selling but on 
the buying. 

+ = = 
Has the discount house competition 
forced shopping centers into more 
night openings? Redbook’s Shopping 
Center Werchandisin £ Vewsletter 
queried leaders in the field and their 
views indicate: “Shopping centers 
across the nation report that they re- 
main open for business at least two or 
three nights per week for customer 
convenience. To date, it has not been 
necessary to step up night openings 
to compete with discount houses.” 


of the Bergen Mall 
Center (Paramus, N. J.}: “It isn’t so 


James O'Grady 


much a question of the discounters 
forcing night openings as it is the con- 
sumer’s desire to do things together 
as a family in the evening hours.” 
Edward Noble at Lenox Square Center 
(Atlanta, Ga.) reviews store hours 
regularly in order to meet competition. 
He says: “As for discount houses, they 
are only part of this competition. 
Therefore, we give no particular in- 
terest to discounters.” 

James Douglas of Northgate Shopping 
Center in Seattle, where they are ex- 
discount house 


periencing severe 


rivalry, says: “We have not increased 
our evening hours or our number of 
nights open as a result of this competi- 


tion.’ 
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Profile .... by ESTELLE G. ANDERSON 





THE NORDSTROMS: ELMER, JOHN, EVERETT, LLOYD 


“ARTAGNAN and his Three Musketeers have their modern counter- 
part in John Nordstrom and his three sons, Everett, Elmer. Lloyd. 
And it follows that they should adhere to the motto or precept of 
the Frenchmen: “One for All and All for One.” 
that John Nordstrom, the father, has a tremendous edge over his sons. He 


However. we would sav 


crammed all kinds of excitement and adventure into his life. 

We wish we could reprint more than just snatches of the autobiography 
he wrote in 1950, called: “The Immigrant in 1887.” In it, he recounted the 
various incidents in his life (for his grandchildren to read and get the 
picture of the immigrant’s lot in the 1880's) from the time he left Sweden 
in 1887, at the age of sixteen, up to 1931. It is almost inconceivable that 
the serene, quiet, smiling gentleman seated at his desk (in the photo above 


which was taken a week or two ago). could have been strong, tenacious and 


robust enough to withstand all the physical hardships. trials and tribula- 
tions he endured. Must be his Viking ancestry that stood him in good stead 

Just to whet your interest, we will give a brief, chronological look at 
John Nordstrom’s life. When he arrived in America, he made his way west, 
to Stambaugh, Michigan. Then, in slow stages, via Colorado and Cali 
fornia, he eventually reached Tacoma, Washington. This took almost ten 
then as a logger. 


He had all 


he could do to earn enough to live on. Somehow. he even man aged to save 


years, during which time he worked in iron and coal mines: 
He felled timber. He was a farm hand. None of this was eas 


a few dollars. 

In August 1896, came the hue and cry of the Gold Rush: and John Nord- 
He took the next boat to Alaska. For a while 
Then 


he went on to prospect a claim of his own. He couldn't swing the financial 


strom decided to try his luck. 


he worked other men’s claims for wages and he earned good money 


deal by himself so he took three silent partners. Everything went along fine 
until some people came along and told him they had restaked his claim. 
There were lawsuits and all kinds of difficulties. In the meantime. the men 
who owned the claim alongside of John Nordstrom’s, struck the main pay 
streak and plenty of gold. They offered to buy Nordstrom's claim for 
$30,000. His best judgment, and that of his counsellors, was to sell. And 
he did! After paying the lawsuit expenses and the men who worked for 
him, he had about $13,000 left. Alaska. So he 


went back to Seattle. Incidentally, some vears later, he heard that the claim 


He had had enough of 
(CONTINUED ON PAGE 76) 
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This dress slipon features a snug-fitting elasticized topline 
and fine stitch and perforated detail on the throat, backstay 
and wing tip. The fashion highlights of the shoe include the 
narrow, tapered toe, a very close trim and the high-riding 
tongue, Added to these are 


the classic wing tip detailing 
and the additional throat and backstay perforations which 
interest to the number. The smooth black 
calf shoe is made by Johnston & Murphy 


give “all-around” 











White and bright blue 
calfskin combined in this 
draped pump. Erica. 


White suede and navy 
blue calfskin pump, 23/8 
heel, sharp needle toe. 


Fox. 


Summer Comes In 


UST how far can we go in relating resort and cruise 

style successes to next spring and summer? This 

early selling can be both a testing ground and a 
starting point for pre-Easter and summer business up 
north. 

In selecting shoes to be illustrated we looked for styles 
that could carry over successfully; some for spring, some 
for summer, some for both, and some for both town and 
resort wear. Many of these styles are new variations on 
classical themes. There are the three shoes in white calf 
combined with navy, with a brighter blue and a dark 
brown—all three classic in colors but new in treatment. 
One low heel closed toe sling represents the continuing 
interest in brushed leathers. 

Fabrics are typical! of some of the best for 1961. The 
“wallpaper” stripe stems from an apparel fabric. “Sum- 
mer brocade” has the right light colors. Its dainty, sum- 
mer-y look is heightened by the little kid ornament. Ab- 
stract prints are coming in strongly, rated above florals. 
Done in black on white, this print is especially smart. 
Eyelet embroidery on mesh combines two popular style 
ideas. Straw and strawcloth promise to be very important 
again and we show a flat, cork-heeled, open toe sling in 
genuine black straw. 


Closed toe sling in bone 
brushed leather, 16/8 
Baby Louis heel. Ber- 
nardo. 


White calfskin with dark 
brown in collar, back and 
heel and hand - stitching. 


Avonette. XQ 
Straw sling, edged with 


leather; flat, semi-wedge “NO 
cork heel. Caressa. 





“Wallpaper” brocade in 
open throat tie, graceful 
medium heel. La Piuma. 


“Summer brocade” pump, 
cotton embroidery on silk 
base, kid trim, 19/8 heel. 
D’ Antonio. 


With Resort Selling 


The best of southern resort and cruise styles 
point to spring and summer trends in leathers, 
fabrics, colors, new, or used in new ways. 


Black and white abstract 
print, 24/8 heel, black 
Obviously, none of these shoes shows the ultra kind of enamel metal pointed tip. 
styling and the brilliant colors associated with resort Ry Sante Philipson. 
fashions. But we may expect to see a good many such 
styles. In the case of a single color shoe, dyeable leathers 
and fabrics will certairly play an important part, with 
shoes matching costumes. 

When it comes to combinations, as we all know, a new 
idea has come in with “composé.” This has been described 
as a combination of colors that “you put together.” The 
traditional ombré naturally fall together as different tones 
in the same color family. “Composé” has brought in such 
interesting combinations as: lilac with pale green, bril- 
liant orange and white or cerise, pale blue, lilac and straw 
or white. A revival of the Mexican combination is being 
talked about, but the red, yellow or orange, blue, green Evelet 
and, possibly, purple, will have different tones in these white mesh in all-over 
colors. The same is true of the new red and blue used in white pump. Sabrina. 
the tri-color flag combination. 

Brights and pales—both are in the picture for resort 
and on into summer: very bright yellow, orange, orange 
red, turquoise, brilliant green, ultra violet. White holds 
an important position both in an entire shoe, with one 
other color as trim, and in a composé group. White tex- 
tured leathers are very good—pig, ostrich, lizard and 


embroidery on 


grained, 
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NEW SELLING FUTURES 


N= 


NATIONAL 
SHOE FAIR 


October 23-26 


HOE retailers who attend the 
National Shoe Fair in Chi- 
cago, October 23-26, will have 
an unequaled opportunity for com- 
parison shopping surrounded by the 
largest selection of footwear ever 
a single major shoe show. 
type 


collected at 

Practically every and 
line of fi be on display 
at the fo Eight hun- 
dred shoe producers and allied prod- 
ucts firms will exhibit new lines for 
spring and summer 1961. 

The profitable art of shopping a 
shoe show requires careful 
Many retailers neglect the 
and merchan- 
that are 
Shoe Fair, the 
nation’s largest shoe show. A fresh 


price 
: 
yotwear will 


ir-day show. 


national 
planning 
valuable educational 
dising opportunities avail- 
able to them at the 
and stimulating theme, “New Sell- 
ing Futures,” has been picked for 
launch the 1961 
theme was se- 

of thirty of 


manufacturers and 


will 


This 


the Fair and 
selling season 
lected by a cé 
the country’s top 
retailers and is significant for shoe 
which is rapidly 

if selling and 
ia 


chandising of footwear. 


business, moving 


into a new era < mer- 


What to Expect 
For an idea of what to expect at 
the Fair, consider the following 
At least of the own- 
ers and presidents of the 800 shoe 


96 per cent 
manufacturers and wholesalers who 
are exhibiting will be there in per- 
son. 

Of 800 companies, per 
cent will have their sales managers 
and division heads in attendance 

96.7 per cent will have their style- 
men and stylists there. 

84 per cent will have other 


the 98.5 


top- 


ome to the Fair 


ARTHUR H. MOTLEY 


Breakfast Meeting featured speaker 


level executives on hand, including 


merchandising managers, credit 
managers, buyers. 

Shoe types at the show will cover 
the entire field in every age bracket 
from dress and casual leather foot- 
the expanding variety of 


The 


lasts and construc- 


wear to 


specialty footwear newest 


stvles, materials, 


ns in each type will be featured. 
Range of Prices 
Prices will range from the lowest 
of low-end lines to the highest, wit! 
a complete choice of styles in eact 
with from 


cents to $60 or higher. This 


type, prices ranging 99 
inusu- 
ally impressive coverage of shoe type 
and price will give every retailer the 
widest possible selection within his 
own field. It will give him an ideal 
chance to check competitive lines for 
style, price and quality as he 
pares for spring. 

The addition of the Designers 
Shoe Guild to the list of exhibitors 
means that the Show now 
the very peak of creatively 
footwear. More than 20 
rooms have been reserved for Guild 
able to 


creations 


pre- 


embraces 
- stvled 
exhibit 
showings. Retailers will be 
look these 
before they reach the public. 

As a summary of ways of getting 


over exclusive 


the most out of the Shoe Fair, the 
following points are suggested: 

— Try to spend four full days at 
the fair. You'll need all this time 
to take full advantage of the abun- 
dance of opportunities offered. 

— Plan your coverage of the 
show in advance. You know 
where to look and who and what you 
want to 

— Investigate the exceilent 
chandising and promotion programs 
offered by exhibiting manufacturers. 
money to 


should 


see 


mer- 


These may be worth you 
in increased profits 

- Be sure not to miss the special 
events such as the Retailers Confer- 
Sunday, October 23. There 
the Shoe Execu- 
tives fashion luncheon 
October 25 and the Retail Shoe Store 
the 


supervision of marketing specialists 


ence on 


are also Women's 


on Tuesday, 


Operation Clinics under daily 


from Northwestern University 


Spend more time 


shopping. You will learn what other 


comparison 


lines are offering and will get a pic- 
ture of style trends in your field 
Give at least a full day to find 
ing special lines or items to supple- 
ment your regular lines 
Look up the 
who can give you the kind of infor 


shoe itives 


exer 


mation you want. They will all be 
there. Talk shop with them 
- Look over the allied shoe prod 
They offer 
sale opportunities 
Take notes. This is 


and best way to remember what you 


ucts on exhibit fine extra- 


the easiest 
saw and learned and the impressions 


vou got. 


The Retailer Conference 

The Third 
Conference will have as 
topics “‘An Inside Look at Self-Ser- 
vice and Self-Selection in Shoe Busi- 
ness Today.” This conference, which 


Annual Shoe Retailers 


one ot its 


is sponsored by the National Shoe 
Retailers will held 
Sunday, October 23, the opening day 
of the Fair. It will last 
A panel of seven leading retailers 


Association, be 


four hours. 


will discuss the above topic under 
the leadership of Louis E. Tuffly of 
Krupp & Tuffly, Houston, moderator. 
The panel will be made up of three 
independents and 


prominent three 
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for a New Deeade of Profit 


The National Shoe Fair has adapted its entire program to the 


changing forces in shoe retailing: shopping centers, self- 


service, Sunday shopping ... In the face of these dynamic 


movements, it has never been so vital for retailers to come 


to the marketplace of ideas and merchandise. 


volume retailers. 

The three independents, who will 
ask the questions, are Louis E. 
Walker, Walker's Shoe Store, Water- 
loo, Ia.; Irving Brown, Coward Shoe, 
Inc., New York; and Irving Gross- 
man, I. Miller, Los Angeles, Cal. 

Three volume retailers, who operate 
conventional and self-service stores, 
will answer the questions. They are 
Albert Ostrov, president, Louis Os- 
trov Shoe Co., Akron, O.; Oscar Kay, 
executive vice president, Morton's 
Shoe Stores, Inc., Boston; and Stew- 
art Sunnes, Pix Shoes, 
Miami. 


president, 


Other Conference Sessions 

Another important Conference 
panel session will feature three lead- 
ing retailers recognized for their 
successful activities in specialized 
fields of shoe business. Their topic 
will be “Meeting Today's Competi- 
tion.” 

Other the conference 
will include: “How to Merchandise 
Shoe Fashions” by Albert Joseph of 
Joseph Salon Shoes, Chicago; “How 
to Make the Most of Promotions” 
by Sherman Hinkebein, Baynham 
Shoe Co., Evansville, Ind.: “Success- 


sessions in 


ful Shoe Business Through Internal 
Organization” by William Scheft, 
president, H. Scheft Co., Boston; and 
“A Fashion Evaluation of Apparel 
and Shoes for Spring 1961” by Mrs. 
Thelma Director of 
Fashion National 
Shoe Retailers Association. 

The keynote address for the Con- 
ference will be given by Marcus Rice, 


Hennessey, 


and Publications, 


merchandise manager of shoes and 
Famous-Barr St. 
Louis, Mo. His topic will be “Changes 
Influencing the Course of Shoe Busi- 
ness Today.” 

The Conference will include lunch- 
eon. Tickets (at $10) are available 
from the National Shoe Retailers 


accessories, Co., 
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Association, 274 Madison Ave., New 


York. 


Featured Breakfast Speaker 

Featured speaker at the National 
Shoe Fair official opening breakfast, 
Monday, October 24, will be Arthur 
H. “Red” Motley, president of the 
U. S. Chamber of Commerce. Mr. 
Motley is also president of Parade, 
a syndicated newspaper magazine 
which appears in metropolitan 
newspapers throughout the country. 
He is regarded as one of the nation’s 
best-known and most effective speak- 
Several years ago he appeared 
on the National Shoe Fair program 
and was so popular that there have 
been numerous requests for his re- 
turn engagement. 

Mr. Motley is classified as “One of 
America’s Ten Top Salesmen.” He is 
former head of the National Sales 
Executives organization and is 
widely known in the field of distri- 
bution and marketing. In 1950, he 
led the first group of U. S. market- 
ing experts on a tour of West Eu- 
ropean capitals for the purpose of 
explaining American sales and mar- 
keting concepts to European busi- 
nessmen. The trip, at the invitation 
of the U. S. Economic Cooperation 
Administration, has 
peated every year. 

“The Strong Sell in the Sixties” 
will be the theme of Mr. Motley’s 
talk. He will present a series of key 
selling ideas which promise to have 
a pronounced effect on the entire re- 
tail business pattern of the decade. 


65 


ers. 


since been re- 


{ Special Citation 
When he the official 
opening breakfast meeting, Mr. Mot- 
ley will be presented with a special 
citation by the National Shoe Fair 
as “Businessman of the Year.” In 
honor of his many outstanding 


addresses 


GEORGE E. GAYOU 


Director, National Shoe Fair 


achievements in fostering the growth 
of free enterprise through his busi- 
ness leadership, the Shoe Fair will 
also present him with a $2,000 schol- 
arship fund award to be contributed 
to the educational institution of his 
choosing. Mr. Motley has chosen his 
alma mater, the University of Min- 
nesota, for the award. 

The Shoe Fair scholarship fund 
award is a first by any show. 

Retailers and buyers who register 
at the Fair will have a chance to 
win a new 1961 Rambler. Two Ram- 
bler DeLuxe Four-Door Sedans will 
awarded lucky winners drawn 
from the Fair registration lists. Only 
those who registered will 
eligible for the drawing. 


be 


have be 


Win a New Rambler 

The cars are completely equipped, 
including white-wall tires, radio, 
heater and other features. Value of 
the cars is over $2,000. They will be 
exhibit in the main of 
the Palmer House and the Conrad 
Hilton Hotel. The cars will be de- 
livered free of charge to the win- 
ners’ homes. 
Winner of the first Rambler will 
announced at the Fair’s Open 
House for retailers and exhibitors, 
Sunday, October 23, from 5:30 to 
7:30 p.m. in the Grand Ballroom of 


on lobbies 


be 
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LOUIS E. TUFFLY 
Moderator, Third Annual Shoe 
Retailers Conference 
the Palmer House. The second win- 
ner will be announced Tuesday, Oc- 

tober 25. 

The National 
start in 
tee of 


tional 


Shoe Fair 
1935 when a small commit- 
representatives of the Na- 
Shoe Manufacturers Associa- 
National Shoe Retailers 
Association met at the Palmer House 
in Chicago to plan the first jointly 
sponsored National Fair. Attending 
the planning session was George E. 
Gayou, who an important 
directing force in the Fair’s growth. 


got its 


tion and the 


became 


George Gayou 
Since the first 
years ago, Mr. has 
closely identified with every 
With the exception of its early years, 
when a dual management committee 
its activities, he has served 
as Director of the National Shoe 
Fair 
In the 


nas 


held 24 


b een 


Fair was 
Gayou 


show 


directed 


almost three decades he 
identified with the Fair, 
Mr. Gayou has assigned more than 
30,000 display rooms to participat- 
ing manufacturers. Each year he 
negotiates with Show hotels for in- 
creased rooms to house the fast- 
growing event. In Chicago today, the 
Fair ranks second only to the Na- 
tional Furniture Mart. 

The expansion of the Fair in re- 
cent years has brought added prob- 
lems to its directors. A recent trend 
has been the increasing use of large 


been 
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public areas including private din- 
ing exhibition 
Ex- 
hibitors demand more and more of 


rooms, ballrooms, 


halls, etc. for display purposes 


this type of space and it has been 
a constant battle with hotels to per- 
suade them to give up such space, 
which they like to reserve for meet- 
ings and functions. One Shoe Fair 
exhibitor now occupies 32,000 square 
feet of an exhibition hall in one ho- 
tel. Others seek similar space. 


Four Hotels 


This year’s Fair requires fou 
huge hotels to adequately house the 
800 exhibitors 
1,300 exhibit 


alone, 


over who use more 


than “spaces.” Two 


firms each with only one 


“space,” occupy an area of 40,000 


square feet—the equivalent of about 
235 regular hotel sample rooms, The 
Shoe Fair is the 
sample room show for any industry 

It requires 30 


world’s largest 


full-time girls to 
register about 12,000 attending re- 
tailers and buyers at the four hotels 
The free bus service 
the Fair for quick 
on a 5-minute schedule 
exhibiting hotels, 
20,000 shoemen 
the 4-day show 

Nearly 30,000 


rooms are 


provided by 
transportation 
between 
transports ove! 
passengers during 
period. 
hotel 
occupied during the Fair 
by retailers and buyers, 


sleeping 


exhibitors 
and staffs, and other visitors to the 
Fair. 

Allied trades exhibitors 
cupy over 35,000 square feet of dis- 


alone oC 


-equivalent to 
regular hotel 


play space 


200 


approx}i- 
mately sample 
rooms. 

The manufacturing exhibi- 
comprise 97 per the 
industry’s total shoe production—by 


shoe 
tors cent of 
far the largest national representa- 
tion of any show, anywhere. 
Virtually every branded and vol- 
footwear America is 


ume line in 


IRVING BROWN IRVING GROSSMAN 


represented 
Every foot 
wear made and sold is represented 


conceivable type of 


Every price range, lowest to high 


est, 1s represented 


Veu 


new 


80,000 Styles 


Over 80,000 shoe styles and 
patterns are presented at the Shoe 
Fair for the spring 
two-thirds of all the styles and pat- 
terns presented threughout the year 
by all other 

More foreign 
senting some of the best-known shoe 


season—nearly 


shoe shows combined 


shoemen, repre 
names in the world, attend the Shoe 
Fair than attend all other American 
shoe shows combined 

Approximately 42 cent of all 
exhibiting shoe firms present 
form of fresh merchandising or pro 
motional 


per 
some 
program to accompany 


their new spring-summer lines in 


the Fair 


Every one of the 50 states is 


troduced at 
rep 
resented by retailers and buyers at 
tending the Fair—the only show ob 
taining a 100 per cent national cov- 
erage 
countries 
the Fair 


In addition, some 18 foreign 
send representatives to 
Geographically, the Fai: 
attracts from a 
10,000 miles in any 
the hub of Chicago 


visitors radius of 


direction from 


Spend $3 Million 


The than 12,000 retailers 
and buyers attending the Fair spend 
an average of $250 each for travel, 
hotel, meals etc.—for a total of over 
$3 million spent in Chicago 

The 800 Shoe Fair 


spend an average of $6,300 each 


more 


exhibitors 


for travel and hotel accommodations 
for and staff, for 
meals, exhibit space, shipping costs, 
entertaining, advertising, for 
a total of $5 millions. 


executives sales 
etc. 


The exhibitors spend a conserva- 
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Among the highlights at the Fair will be the Third Annual Shoe Retailers Con- 
ference, which will examine such important topics as self-service, competition, 
merchandising fashion, promotions, internal organization and fashion evaluation. 


tive average of $75,000 each in pre- 
paring their spring lines for show- 
ing at the National Shoe Fair. 
These costs are for labor and ma- 
terials in preparing salesmen’s and 
exhibit samples, for new lasts, pre- 
market coverage and sam- 
pling, shipping costs, pre-show ad- 
and promotion, executive 
time and talent, etc. The total cost 
of preparing the new spring lines 
introduced at the Fair is a fantastic 
$65 millions. 

The 
and 
29,000 


season 


vertising 


12,000 retailers 


estimated 


attending 
represent an 


retail shoe outlets. 


buyers 


These 12,000 retailers and buyers 
for approximately 75 
the total wholesale 
made over the year—or 
$1,650,000,000 in shoe purchases. 

These 12,000 merchants account 
for approximately 75 per cent of all 
the retail 
$3,300,000 ,000., 

The National Shoe Fair is the 
only shoe show in the U. S. attended 
by all executives in the shoe manu- 
facturing industry. 


account 
cent of 


per 
shoe 


purchases 


shoe sales annually—or 


“New Selling Futures” 

Referring to the theme of the 
National Shoe Fair, Louis J. Schae- 
fer, general chairman of the Fair 
and vice-president of Brown Shoe 
Company, said, “The theme, ‘New 
Selling Futures,’ ideally portrays 
the optimistic view that the $4.5 
billion shoe industry is taking as 
it looks to the future. In the excit- 
ing decade ahead, beginning in 1961, 
we foresee many significant changes. 
They 


stiffen 


Some are already in process. 


promise both to strongly 
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shoe business competition, and at 
the same time to vastly expand the 
opportunity for greater sales. 

‘Because of the quickening pace 
of competition and change, many of 
the traditional patterns of shoe bus- 
iness operation and selling are al- 
tering in character and method. 
Shoe merchants — and particularly 
those who have ignored the National 
Shoe Fair in the past—can 
longer operate in geographical semi- 
isolation. While in the final analysis 
all is local, all local busi- 
ness today must keep in close touch 
with nation-wide footwear trends, 
developments and markets. Never 
has the come-to-national-market 
idea been so essential for all mer- 
chants who expect to share in the 
lucrative New Selling Futures 
promised in the immediate 
ahead.” 


no 


business 


years 


Open House 
Despite the huge size of the Na- 
tional Shoe Fair, this show is pri- 
marily directed to, and attended by, 
independent shoe retailers. Over 70 
per cent of the merchants attending 


the 

Visitors to the National Shoe Fair 
this October will have a chance to 
get together with each other and 
with exhibitors on a social as well 
as business 


Fair are independents. 


basis. 

All retailers and shoe buyers at- 
tending the Fair are invited to at- 
tend a first-time, open-to-all Open 
House on Sunday evening, October 
23, from 5.30 to 7.30 P.M. in the 
Grand Ballroom of the Palmer 
House. 

The event, as planned by the Na- 
tional Shoe Fair Committee, will 
provide retailers, buyers and manu- 
facturers with a fine opportunity to 
“socialize” or as the Committee puts 
it, “to refuel energies and spirits at 
the end of the first working day at 
the Fair.” 

Hundreds of shoemen will 
and fraternize at the Open House 
which will provide snacks and buffet 
tables in addition to several cash 
bars. Adding to the jovial atmos- 
phere will be groups of playing- 
singing musicians rendering favor- 


meet 


ite songs for all. 


Two 1961 Rambler Deluxe Four-Door Sedans will be given away free to 


winners drawn from the registration list at the National Shoe Fair. 


registered visitors will be eligible. 


Only 
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FOR 
CATALOGS 
OF ALL 
THREE 
LINES 


3 DISTINGUISHED LINES by Lili Claw 


EDWIN CLAPP & SON, INC. : EAST WEYMOUTH, MASS. 
Palmer House . . . Room 788, Edwin Clapp . . . Room 791, Matrix-Gauntlets 
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How To Be Seen at a Shoe Show 


A springboard of ideas to stimulate the imagination and help producers real- 


ize full value from the time and money they spend for trade show displays. 











Give your display a lift with a little originality, thought and planning. 


LL SET FOR THE SHOE SHOW, MR. MANU- 
FACTURER? Samples ready? Personnel 
briefed? Order books waiting? Your answer 
But how about this question: What have you 

done to make your display seen at the shoe show? 
During days buyers and prospective buyers 

will pass in a steady stream down that hotel corridor. 

What have you done to make them want to come in? 
With competition fierce, it is not enough for the shoe- 

man—even if his company is small—to reserve a show- 

hotel room, slap his samples down on the tables, flop 
down in the easy chair, light up a cigar, and wait for 
buyers and lookers to drift in. No producer would want 
his retail accounts to sell shoes that way. Manufac- 
turers encourage retail outlets to display effectively and 
to reflect the character of the store and the merchan- 
dise carried 

Retailers are constantly urged to build sales by taking 
advantage of the merchandising opportunities which 
display windows and interior areas afford. They are 
not encouraged to spend lavish amounts of their budgets 
for such display but manufacturers want their accounts 
maximum sales from 


is yes 


show 


to aim for the results sensible 
outlay 
Exactly the same principle can be applied to any 
producer's display room during shoe show days. 
Consider your room as an advertising space—an alive 
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message-bearer. Handle it as a point-of-sale display, 
aiming at specific results. That is basically what you 
as a producer ask your retail accounts to do. You have 
a story to tell, or you would not be sanctioning—and 
footing the bill for—show participation. Let your dis- 
play room help you tell that story well. 

Perhaps it’s color... price... new line... new 
name... new lasts... new heel heights . . . an un- 
usual leather or fabric. Whatever your story is, drama- 
tize it as a new feature, and make your display room 
carry the message. 


A Scale of Points 
The staging details of your display room need not 
be elaborate, nor costly. But they must be thoughtful, 
purposeful, harmonious, and attention-getting. If a 
scale of points were set up for evaluating the staging 
of a shoe show exhibit, it might look something like 
this: 7 
SHOES, 40 points: The shoes (or allied product) should 
at all times carry the limelight spot. 
ORIGINALITY, 30 points: A wise man once said of 
window display, “Take out your inventory and put 
in a theme.” A revised version of that same adage 
(CONTINUED ON PAGE 57) 
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What's in a Shoe and How to Sell It 





The Goodyear Welt Shoe 


The Goodyear welt is the most versatile of shoe constructions and pro- 
duces a shoe of outstanding quality. About one-fifth of all our shoes 
are made by the Goodyear welt process. 


HE GOODYEAR WELT is 

known as the king of all shoe 

constructions. And with good 
reason, too. 

The Goodyear welt, a sewed proc- 
ess, is the most versatile of all shoe 
constructions. It can be used to 
make fine men’s, women’s and chil- 
dren’s shoes; a heavy work hoot or 
a light and flexible dancing pump; 
a high-priced or moderately priced 
shoe. There are few limitations to 
its applications. 

The Goodyear welt is 
hallmark of a quality It’s 
perhaps the most precisely engi- 
neered of all constructions. In fact, 
back in the days of the shoemaking 
guilds in America, only the most 
skillful workmen were permitted to 
do this class of work. 


the 


also 


shoe. 


Over 200 Operations 
The Goodyear welt is synonymous 
with quality for various reasons. It 
requires over 200 separate opera- 


CROSS SECTION 
GOODYEAR WELT 
, 


OF 
SHOE 


LINING 


OvTso.t 





LOCKSTITCH UNITING 


OUTSOLE ANDO WELT RIB OF INSOLE 


STITCH UNITING INSOLE, 
UPPER, LINING AND WELT 


this 
any 


tions to make a shoe by proc- 
than other 
method. It requires more individ- 
ual components. And it requires 
the use of better materials. In fact, 
the wonder is that manufacturers 
using this process don’t 
Goodyear welt stamp 
their shoes. As such, it would be a 
clear label of a quality 


ess — more by 


place a 
visibly on 
product 
Note some of the interesting and 
highly salable features of a Good- 
year welt shoe. It has a perfectly 
smooth inside surface, by virtue of 
its unique construction, which we'll 
see shortly. 
comfortable 
Its 
what 
a fit- 


shoe- 


It’s one of the most 
of all 
unique construction permits 
shoemakers call “lateral flex" 
ting feature which very few 
men and fitters realize is present in 
this construction. The edge of the 
insole, attached to the upper, “lifts” 
very slightly with weightbearing ex- 
pansion of the foot on 
Thus the Goodyear welt has a built- 
that permits 
a mild degree of shoe expansion on 
without stretching 
the shoe or leather. This is an im- 
portant feature when we realize that 
10,000 to 


and best-fitting shoes 


each step. 


in “comfort tolerance” 


weightbearing 


the average person takes 
15,000 steps a day. 

The Goodyear welt shoe gives one 
f the best—if the all 


around wear values and performance 


not best 


values of any shoe. That’s because 
of the remarkable structural integ- 
rity of this construction, we'll 


as 


soon see, 


Retains Its Shape 
The usually 
retains its shape better and longer. 
That’s because of the built-in struc- 
tural strength of the shoe, and its 
additional the 


Goodyear welt shoe 


components such 


as 


by WILLIAM A. ROSSI 


the 
stay 


Also, 


shoe 


requires 


last 


process 


the 


welting 

that this 
average of three to seven days, de- 
pending upon grade, which is appre 
ciably longer than required of othe: 
This the 


shape has permanence 


on an 


processes. means shoe's 


The Goodyear welt can be repeat 
edly repaired without weakening the 
shoe’s structural makeup 

Today, about one-fifth of all 


shoes—or about 126 million pairs 
are made by the Goodyear welt pro 
Today, this 


for about 73 per cent of 


accounts 


the 


ess. process 
men's 
dress shoes; 45 per cent of youths’ 
and boys’ shoes; 48 per cent of men’s 
23 per cent of infants’ 
19 
shoes; 13 
but 
of women’s dress 
of this 
somewhat in 
largely to the loss of the women’s 
still 


of all 


work shoes; 


and babies’ shoes; per cent of 


children’s 


cent of 


pe! 
While 


declined 


per 


misses’ shoes: only some 6 


shoes 


cent 


ise process has 


recent vears due 


the most 


prom 


it’s one of 


market 
important shoemaking 


esses. 


Features and Background 
the inherent fea 


tures of the Goodyear welt, there’ 


Despite many 
no easy, universal way for the ave 


or even shoeman té 
the 


Perhaps this is 


layman 
distinguish 
view. 


age 
quickly 
exterior 


shoe from 
an 
the more reason why it might be a 


for 


label a shoe as Goodyear welt. 


good idea manufacturers to 

Its key features might be cited as 
follows: It 
row strip of leather around the en- 
But 


utilizes a welt—a nar 
tire top edge of the sole 
other constructions utilize a 
welt, sometimes for pur- 
poses, sometimes simply to simulate 


some 
also 


structural 


a Goodyear welt. 


Aliso, there are two seams. The 
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inseam, which attaches the welt to 
the insole; and the outseam, which 
attaches the welt to the outsole. 
This double seaming, which accounts 
for the great structural strength of 
this process, is perhaps the most dis- 
tinguishing feature of the Goodyear 
welt. 

The process, in 
very elemental form, was known as 
far 1475. But it didn’t 
come into wide and commercial use 
until almost 1880, when the 
year welt stitching machine was in- 
troduced. 


Goodyear welt 


back as 
Good- 


Previously, Goodyear welt 
hoes were largely hand-made 

The name welt” got 
its origin because of the important 
part played by 
Jr. (son of Charles 
ventor of the 
which launched 


“Goodyear 
Charles Goodyear, 
Goodyear, in- 
vulcanizing method 


the rubber indus- 
try), and the use of a welting re 
quired in the process. 


{ Tricky Machine 


A Frenchman, Auguste Destouy, 
in 1862 originated the basic idea of 
a welt machine Sut it 
proved commercially impractical un- 
til further 


Goodyear, Jr., aided by a couple of 


sewing 


developed by Charles 


other inventors. It was a tricky ma- 
The 
result: daily production on the welt 


chine that used a curved needle. 


sewing operation by this process rose 
from three pairs per operator by the 
method, to 300 pairs a 
day per operator by use of the Good- 
This 
proved a revolutionary advance for 
the industry. It 
enter the mass-consumption class, in- 
stead of luxury 
items 


hand-sewn 


year welt sewing machine. 


enabled shoes to 
being relatively 


The Construction 


The insole is a vital part of the 


Goodyear welt shoe. Usually a high 
the 


insole is so essential to the construc 


quality insole is used because 


tion. About 50 per cent of insoles 
used today in this process are lea 
and the other half consist of 

(CONTINUED ON NEXT PAGE 


ther, 


|. Shoe upper completely assembled as 

it comes from the fitting department. 

Counter and shoe last over which the 
shoe is made. 


2. Insole blank, rounded insole, chan- 

neled insole, insole completed, with the 

canvas reinforcement, ready for as- 
sembling in the lasting department. 


3. Shoe upper, box last, insole and as- 
sembled parts as they appear after the 
operation of pulling over. 
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CONSTRUCTION OF A GOODYEAR WELT SHOE 





side 
and 


4. The lasting operations: staple 
lasting, heel seat and toe lasting, 
completely lasted shoe. 


5. Inseaming (sewing the welt to the 

shoe), inseam trimming, shank 

and appearance of the shoe bottom with 

forepart filler and shank in place. 

The shoe is now ready for sole attach- 
ing operattons. 


ptec e 


6. Appearance of shoe after sole laying 

(two views) and the third view after 

rough rounding (cutting off surplus 

bottom stock). Outsole channel is cut 
by rough rounding machine. 




















7. Leather heel base attached. Appear- 

ance of shoe bottom after rubber heel 

attaching, heel shaving, heel breasting, 

edge trimming, jointing, heel scouring, 

setting, staining and burnishing 

heel. scouring heel breast, bottom scour- 
ing and finishing. 


edge 


8. The completed shoe. The last has 

been removed and the upper treed. 

Observe that the original last has re- 

mained in the shoe from time of as- 

sembly (illustration No. 3) until all 

the important manufacturing operations 
have been completed. 
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What’s in a Shoe and How to Sell It 


(CONTINUED FROM PREVIOUS PAGE) 


good quality synthetic materials. 

In a leather insole a “rib” is cut 
a slash that makes a narrow slice 
of the leather stick out. The inseam 
thread will bite into this rib and 
grip the welt to the insole. The 
thread doesn’t penetrate up through 
the insole, and thus doesn’t come in 
contact with the foot. Incidentally, 
the fact that a rib has to be slit out 
of the insole makes it necessary that 
the insole have “body.” And this is 
one of the things that gives the 
Goodyear welt its reputation as a 
sturdy shoe. 

The welting is a flat strip of lea- 
ther (sometimes plastic) lying atop 
the edge of the outsole, and about a 
half inch wide. It’s a sort of rein- 
forcing agent. 

The inseam is a chain stitch that 
unites the welting and insole, as well 
the curved-under part of the 
upper, inside the shoe. Thus the shoe 
is sewn together intactly even 
fore the outsole is applied. 

It should be noted that the insole, 
when made of non-leather materials, 
can come with a canvas rib attached. 
In short, the rib isn’t made by a 
slash in the insole, but is separately 
attached, and an integral part of the 
insole. These insoles are lighter and 
less expensive, usually, and provide 
the rib necessary to serve as a grip 
the inseam. 

This rib projects downward from 
the flat surface of the 
wall about 


as 


be- 


for 


insole as a 


low one-eighth to one- 


quarter inch. If a flat outsole is 
placed against the insole, the pro- 
jecting rib creates a cavity in be- 
tween. This cavity has to be filled 
in to create a level surface. The 
“filler” usually consists of ground 
cork held together with a_ binder. 
It’s spread on like peanut butter. 
Now the whole bottom of the shoe 
is flat, ready to receive the outsole. 

When the outersole is applied the 
attachment is made by stitching the 
welt around the entire edge of the 
outersole. An average of 366 stitches 
which maximum 
A lockstitch, composed of 
threads which form a 
around other 
hole, provides a 
stitches. 

This unique manner of sole sewing 
to the welt around the edge, means 
that there's seam left to 
the foot inside the shoe. It 
means easy repairability. To remove 
the only detach- 
ment from the welting around the 
edge—with no interference with the 
insole or other parts. 


are used, insures 
security. 
two loop 
thread 


locked 


each 
of 


each in 


series 


no touch 


also 


outsole requires 


Light—Flexible, Too 

The innate versatility of the Good- 
year welt has permitted it to adapt 
easily to Continental styling and the 
light-flexible trend—and at the same 
time to continue filling for 
sturdier types of footwear where 
desired. 


The 


needs 


close-edged sole, typical of 


The extreme versatility of Goodyear Welt construction is illustrated by the wide range 


of the shoes shown on these two pages. 


Shown above are Stride-Rite shoes by the 


Green Shoe Manufacturing Co., in infants’, children’s, misses’ and boys’ styles. 
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much Continental styling, comes na- 
turally to the Goodyear for 
originally shoes made by this proc- 
ess were chiefly with closely trimmed 


welt, 


sole edges. 
A Goodyear welt 
be made in the still-popular heavy 


men’s shoe can 


brogue style, weighing about 2% 
pounds a pair, or in the lighter Con- 
tinental styling weighing about 1%, 
pounds or less a pair—the same as 
by any of the other so-called lighter 
constructions. 

The light-flexible-trim look in the 
Goodyear welt is achieved primarily 
through the materials used. For ex- 
ample, lighter upper leather, lighter 
sole and insole and welting, thinner 
layer of filler, smaller counters, etc. 
These easy-to-make adjustments cre- 
ate a very lightweight, trim-looking 
with 


achieving 


shoe, and also one maximum 
flexibility. Yet, this 
Continental styling, nothing is lost 
to the 


of the 


in 


essential structural stability 


shoe 


Verchandising the Goodyear Welt 
of “sell” 
in a Goodyear welt. Consumers are 
much 
The 
and 
more use of them. 


There's a lot important 


these fea- 
that 
salespeople don't 


very interested in 


tures. misfortune is re- 


tailers make 

True, some salespeople mention to 
the customer that the shoe is a Good- 
year welt. Also, retailers sometimes 
shoes Goodyear welt 
While the term “Goodyear welt” has 
some recognition value to the aver- 
age consumer, he actually has little 
or no understanding of the real fea- 


tures 


advertise as 


shoes. 
to highlight 
the features in the selling. This does 


inherent in such 


So here’s a chance 
not mean, however, that any of the 
technical aspects of the construction 
need be explained (unless requested 


to the consumer. 


Specific Highlights 
Here are specific highlights which 


can be used in describing and sell- 
ing a Goodyear welt shoe. 

1) Shoes made by this process are 
Rarely if 
shoe made in this 
The fact that the shoe 
is a Goodyear welt is virtually a con- 
sumer guarantee of a 
good quality shoe. 

2) Usually, only the better mate- 


synonymous with quality. 
ever is a “cheap” 


construction. 


well-made, 


rials and components are used in a 


Goodyear welt. It’s one of the more 
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painstaking and costly shoemaking 
processes, It’s unlikely that the man- 
ufacturer will put this care and cost 
into shoemaking detail, then down- 
grade it with inferior materials. 

3) It requirés about 210 separate 
operations (more than by any other 
make a pair of 
quality Goodyear welt shoes. 


process) to good 
This 
means a precisely engineered shoe. 
It is indication of the tech- 
nical care required to make a shoe 
by this construction. 

4) It skills 
time to make a Goodyear welt shoe. 
A shoe this 
hurried or carelessly assembled. 
It’s more 
jut the end re- 


clear 


requires more and 


made on process can't 
be 
It’s precision shoemaking. 
costly shoemaking 
sult is a shoe delivering maximum 
performance value in every respect. 

5) It the 
stability and strength of any shoe- 
This translates into 
The two seams 


are 


has greatest structural 
making process 
sound foot 

inseam 


security. 
outseam 
to this process, The shoe is 
the and (inseam 
and from the outside and down (out- 
There may 
stitches (both 
in a Goodyear 


and unique 
sewn 
from inside up 
seam or outsole stitch 
be as many as 500 
inseam and outsole 
welt. This great struc- 
tural strength an important 
selling point especially in the case 
of men’s, boys’ and children’s shoes. 
6) The welt delivers 
maximum Shoes made 
by this utilize better mate- 
rials and components, more skill in 
shoemaking detail. The distinctive 
nature of the construction itself 


indicates 


and 


Goodyear 
mear value " 


pro @Ss8 


is synonymous’ with _ structural 
strength. Add it all up and it spells 
maximum wear value. 

7) It holds its shape better and 
longer. These shoes usually stay on 
the last three to seven days, much 
longer than on most constructions. 
So there’s more permanent “form- 
ing” of the shoe shape to the last. 
Add again the important factor of 
the structural stability of the con- 
struction itself and you have a 
shape-holding shoe. This is impor- 
tant to fit, comfort, appearance, wear 
and the permanent look of quality. 

8) It the 
repairable of con- 
struction. This means 
life, which 
shoe value 

9) It 
comfort, 


is easily repairable 


most any shoe 
longer shoe 
into 


translates more 


assures excellent fit and 
This is achieved 
built-in features of this 
The inside of the shoe is 
fectly The 
filler insole 
provides a mild cushion under the 
foot. The “lateral flex” feature gives 
the shoe a natural “comfort toler- 
ance” by yielding a bit with each 
foot expansion in standing or walk- 
ing. Also, a Goodyear welt “holds 
to its last’—which means that it 
will retain its original good fit. 

10) The Goodyear welt is the 
most versatile of all shoemaking 
processes. It’s the only process em- 
bracing all types of shoes—men’s, 
women’s, children’s, from sturdy 
work boots to lightest weight dress 
shoes, and in all prices except at the 
lowest ranges. 


by sev- 
eral proc- 
ESS per- 
smooth. ground-cork 


between and outsole 


“ 


Sports shoes by A. R. Hyde & Sons Co., include styles for roller and ice skating, foot- 
ball, golf, bowling and baseball. All illustrations for this article courtesy United Shoe 


Machinery Corp. 


Seziember 15, 1960 


How to Be Seen 
at a Shoe Show 
(CONTINUED FROM PAGE 53 
can be successfully applied to ex- 
hibit room staging—‘“Put in your 
inventory AND put in a theme.” 
A well-conceived theme, distinc- 
tive effect, and drama of 
display all score high here. 

ATTRACTIVENESS, 20 _ points: 
Does your room offer an inviting 
appearance from the corridor? 
Signs clearly legible? Lighting 
sufficient? Entrance hospitable 
and uncluttered? 

UNITY, 10 points: Does the appear- 
ance of your room hang together? 
Is there general order and neat- 

? Are shoes products 
grouped for maximum effect? 
Did you allot space to merchan- 
dise in direct proportion to the 
punch you are putting behind it? 
But, will argue, your firm 

has a modest-sized exhibit room, 

three long tables in a U-formation, 
and white tablecloths. What now? 

How does a displayer rate a passing 

or superior display room grade? 


overall 


ness (or 


you 


Originality 


The easiest place to pick up extra 
points is under ORIGINALITY. Put 
yourself in the shoes of a retail 
buyer studying prospective new 
sources of men’s black and white 
slipons, for example. As you head 
down the shoe hotel corridor you 
glance in a room on the left. There 
you see samples, including the slip- 
ons you seek, lined up neatly—and 
unimaginatively. 

Then you glance in the room on 
the right. Your attention rivets im- 
mediately on a new white-walled 
tire standing smartly upright, with 
a men’s black and white slipon sil- 
houetted in the tire circle. You see 
an easel card, black, with white let- 
ters reading NEW WHITE-WALLS 
FOR SPRING! You see other black 
and white patterns grouped at the 
base of the tire. Which room do 
you go in? The one where the 
originality of the display beckoned 
you. 

Planning an exhibit profits from 
brainstorming principles. First, jot 
down the story you want to get 
across. Underneath it start a run- 
ning list of accessories, theme ideas, 
or tie-ins which would develop your 

(CONTINUED ON PAGE 62 
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0ZO Sole 


Conventional Sole 


6-year-old proves PARACRIL OZO 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0Z0 ovtwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0Z0 soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
— showed only a fraction of the wear. At the end of the test 
they were sti!l good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 





"-935P Elm Street 


Division of United States Rubber Company Nnougatuck, Connecticut 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Recisimed Rubber - Latices - 


CANADA: Mavgateck Chemicals Divison, Dominion Rubber Co Lid, Elmira. Oetario - CABLE Rebexpert, & ¥. 
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Displays by I. Miller’s Sidney Shneer 


Promote Features, Color, Style 


A “rubber-shoed” automobile makes an appropriate prop for the director, |. Miller & Sons, New York City, creates added interest 
promotion of “tireless rubber soles.” And an eye-stopping antique by suspending shoes in an artful array on threads. This display shows 
automobile makes it an excellent prop. Sidney Shneer, display an effective way to promote just one of a shoe's features. 


By arranging shoes of Pale 
Smoke against ao backdrop of 
fashion panels which feature 
stylish costumes of the season 
Mr. Shneer has successfully told 
a color story in the disploy 
window. The passing shopper 
will stop to see the colors and 
the lines that will be fashion 
able in the fall. She'll also see 
at the same time, that Pale 
Smoke shoes and handbags will 
be fashionably correct with the 
new fabic colors. The display 
photographs on this poge are 
from the files of Display World 
magazine, Cincinnoti, O. The 
magazine holds an annual con- 
test open to displaymen from 
all parts of the world 


A gallery of spectators peer down at the fashionable spectators on could be better than spectators to promote spectators? But even 
display in |. Miller & Sons’ window. Mr. Shneer scored again— this group of people wouldn't be eye-stoppers if it weren't for 
this time with a novelty backdrop that's sure to catch the eye. What Mr. Shneer's trick of putting sunglasses on each of them. 
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Vost teenagers have money to spend ... from work or ager, Boston Shoe Store, West Goshen Shopping Center, 
from liberal allowances. Whether or not they'll spend West Chester, Pa. rings up a sale from one teenage 
money in your store ts up to you. Harvey Early, man- customer. Some stores have begun teenage credit 


Teenage Customers: 
Here to Stay with Money 


O some shoemen, the vision of a leggy teenager 

entering the store is just another example of 

the “nuisance” customer. But to a growing num- 
ber of shoe retailers, teenagers are becoming one of 
their most profitable markets. 

The hot-rod-and-soda high school crowd is emerging 
as a giant in purchasing power; it’s a $10 billion 
annual market and growing every day. Despite this 
surge in adolescent buying, the shoe retailer can’t sit 
back and wait for the bonanza. This is a market that 
must be won. 

Manager S. J. Sadler of Leed’s Shoes, Ocala, Fla., 
actively appeals to this market. In the past, teens have 
been cash customers but Mr. Sadler plans a budget 
plan, credit limit and small weekly payments. 

“Teenagers, both boys and girls, are good customers,” 


Teenagers are willing to pay above average for qual. 
ity shoes. But even the young men, like this one, are 
discriminating, fashion oriented buyers. 





The teenage market is steadily growing and 
retailers have found that their young cus- 
tomers are good customers with money to 
spend and a desire to keep up with fashion. 
Potential profits from this group can be- 
come real profits if the retailer woos the 


teenage trade with promotions, credit 


plans and an up-to-date stock of fad styles. 


Mr. Sadler emphasized. “Girls are particularly good 
because every time a new style or color appears they 
want it.” 

In Ocala, Mr. Sadler has found teenagers start doing 
their 


around 14 and cent 


have a sizable allowance or hold part-time jobs. 


own buying about 70 per 

In bustling, fast-growing Tucson, Ariz., owner Joe 
Gordon has both a downtown and a neighborhood loca- 
tion. Gordon's Shoes, 3396 E. Speedway, is located in 
the El 
teenagers. 

“We best market for this 
store,” Mr “They know what they 
want when they come through the door and we actively 


Rancho shopping center and is popular with 


consider teenagers the 


Gordon explained. 


solicit them as customers.” 

Gordon's builds store traffic through newspaper ad- 
through 
which 


vertising and sponsorship of two television 
audience. 


Mr. 


“above average” 


programs, reach a teen 


Operating on a still finds 
for good 


“They're extremely style conscious,” 


cash basis, Gordon 


teenagers are willing to pay 
quality footwear 
more so than older 


he noted, “perhaps even women. 


to Spend.... 


they must be 


Our customers are also brand conscious; 
avid readers of style magazines.” 
Thorman Giesche, of Giesche’s Shoe Store, 
117 Main Street, Glen Ellyn, Ill., has found his teenage 
than 
Mr. Giesche, located in a suburban area, notes that 
50 per cent of teen customers pay cash while the re- 
mainder use charge “We have 
found 10 per cent will exchange shoes if they 
shop alone,” he Mr. Giesche feels the best way 


follow 


owner 


customers are more interested in types brands. 


parents’ accounts. 
about 
added. 
market is to trends in fad 


to reach the teen 


footwear. 


They Like Fad Styles 


“Fads are very popular here,” he explained. 
School newspaper advertising helps reach the school 
crowd in a general way and Mr. Giesche uses it. 
Down in Fairhope, Ala., E. B. Gwin, Jr., manager 
of Bedsoles Department Store, actively solicits teenage 
trade by advertising in school papers, yearbooks and 
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Teenage girls are style conscious and fad conscious. They 
are particularly good customers because they want the latest 
styles and colors as soon as they appear. 


“We 
he explained, “and we've found radio 


football programs. also use radio for bargains 
and loss leaders,” 
to be an excellent medium for reaching teenagers.” 

“Teenagers start buying about age 14 here,” Gwin 
noted, “and they’re an active market. Particularly, in 


(CONTINUED ON NEXT PAGE) 
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Many teenagers “know what they want when they come 
through the door.” When a teenage girl, like this shopper, 
shows up with two friends, good salesmanship can land 
three customers instead of just a one-time, one-item sale. 
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Teenage Customers 


with Money to Spend 

CONTINUED FROM PREVIOUS PAGE 
fad footwear. They know what they 
want and often buy on a like-what- 
I-see basis rather than by name 
brands.” 

Bledsoe’s has no teenage time pay- 
ment plan but many youthful cus- 
tomers “charge it to mama.” 


They're Growing in Number 

Mr. Gwin notes that his teenage 
customers are increasing in numbers 
with an additional in- 
crease in individual dollar sales. 
“But it’s a dead duck market when 
it comes to accessories here,” he ex- 
“They just aren’t impulse 
due to the set 
of money they have to 


each year, 


plained. 
buyers, possibly 
amount 
spend.’ 
interviewed 
keeping inventories 
fad-type footwear, 
strong collection of 
necessary to teen 
marketing. All were also adamant 
in belief that teenagers must be 
treated as adults, even though they 
may act like children at times. 

“They’re bull-headed,” one retailer 
commented. “Once they have their 
mind made up, that’s it. There’s no 
changing it. They'll grab onto a fad 
in a hurry if it’s right—but it would 
take the of Solomon to 
know what they want. Nevertheless, 
they’re spending more money than 
ever before and they’re growing in 
numbers each year.” 

Teenagers account for 15-20 per 
cent of volume in most shoe stores, 
with some retailers reporting up to 
25 per cent teen volume from teen- 
age credit accounts. 

An Iowa retailer summed it up: 
“They're here to stay and the smart 
retailer will start soliciting their 
business.” 


shoe 
indicated that 
current with 
backed by a 


Every retailer 


styles, is 


ciassic 


wisdom 


Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 16 


Proposed new postal rules will 
outlaw many types of mailing de- 
vices for advertising. 
Rules will require shapes and sizes 
which can be handled by postal ma- 
chines. Use of staples and tab type 
closers will be out. Interested par- 


dealers use 
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ties will have a chance to send in 
their views to the Post Office De- 
partment after the proposed rules 
are published in October. Rules are 
to become law in the next two years. 
It may mean costly changes in some 
mailing programs. Jobbers 
and manufacturers will have to be 
sure handouts are within limits for 
mailing merchants. 
e 


store 


by 


The Federal Reserve is rationing 
pennies. 

The lowly copper coin has become 
a collector’s item because of some 
mint 
1960 issues. 

The Federal says that 
almost all the pennies minted in 
1960 have dropped out of circula- 


flaws, supposed or real, in 


Reserve 
tion. As a result member banks are 


getting limited shipments, 
some only one $50 bag a day, others 


only 


two bags a week. 

An official of the Federal Reserve 
that the trouble 
when coin 


says started in 


1959 collectors errone- 
that 
minted 


out 


few 
year. 


only a 
that 
and a 


ously supposed 


coins would be 
The 


started. 


word went run 
Collectors began examining pen- 
carefully. Somebody 
“discovered” a small “o” in the 
S. of America.” The “o” 
was no smaller than it had been for 


nies more 


words “U. 


years but collectors continued to 
hoard the coins. 
Then numismatists 


noticed a 


coin collec- 
and “0” 


The 


tors) small “6” 
in the date on some 1960 coins 
hoarding stepped up. 

The Federal Reserve spokesman 
said that “people are hiding pen- 
nies faster than we can mint them.” 

Just 
“freak” 


how valuable 


1960 


genuine 
pennies become re- 
mains to be Meanwhile it 
tough to the 
drawer full of penny change 


seen. 


may be keep cash 


How to Be Seen 


at a Shoe Show 
CONTINUED FROM PAGE 57) 
Take time 
to ponder a bit. Browse department 
stores, gift shops, mail order cat- 
alogues, magazines, travel agency 
windows, sporting goods racks. 
Once alerted to the infinite variety 
of possibilities, 
will single out 
host of display 


shoe story dramatically. 


your imagination 


and store away a 


ideas to play up 


your product. List them. Think 
about them. Evaluate them from a 
cost, effort, time and impact angle. 
All you have to do then is to select 
from your list the idea which will 
make the most distinctive spring- 
board for getting across your news 
story. Do it! 


ddd a Theme 

The general appeals of color, mo 
tion, balance, harmony, 
and follow-through will be 
matically stepped up with the addi- 
tion of a theme to your exhibit. If 
yours is a price story, for simple 
example, a STEP UP YOUR PROF- 
ITS theme could use “steps” of shoe 
more 


contrasts, 


auto- 


boxes to display samples; or 
imaginatively, “steps” of a 
shoe pyramid 
fashion to relieve the flat, all-on-one 
level effect 
ing display 
What non-shoe product? That de 
pends on the category of shoes you 
offer. 
the hardware 
stackable acx For 
party pumps, the 
counter of a department 


non- 
product, arranged 


which murders interest- 


For men's work shoes, go to 
for 


store ideas for 


essories. women's 
notions 
for 
jewelry boxes, millinery department 
for hat 
self with leather, fabric, or gold 
foil. Stack coffee cans to accessorize 
your “coffee 
samples For 
picture books, 
Pick something unusual 

to “pyramid” for a STEP UP YOUR 
PROFITS 


go to 
store 


boxes, or cover boxes your 


footweal 
at ac k 
blo ks 


original 


new brown” 


juvenile pairs, 


lunch boxes, 


theme. 


Bring Samples to Life 

bi 
samples to life, especially if the a 
follow the 
the shoes will be worn 
Greek 
from 
them with that leather you are pro 
An 
ship 


Accessories alone can 
occasion when 


Make giant 
fraternity 


cessories 
letters or pins 


cardboard of plywood, covet 


moting for campus wear inter- 


esting model plane or adds 


quick display enthusiasm to travel 
shoes, cruise and resort. So do straw 
hats and hampers. 

An amusing autograph-hound dog, 
beloved by all teens, accessories teen 
rec ord 4, 


patterns, as do rock ‘n roll 


actual or in oversized replica. Rep- 


licas of art treasures, paintings, 
sculpture, palettes, fabric drapes 

all can help you play up your color 
story. Fabric counters carry every- 
thing from informal bright 


(CONTINUED ON PAGE 
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~ IsGREEN 


or ( the case of the faded shoe) 


**Elementary, my dear Watson! This is clearly a case for Tuxan’’. 
Don't just take Sherlock's word for it—test Tuxan on your own 
faded display shoes, green or any color, and see how miraculously 
the original color is restored. 

Now, when your customer 

buys shoes in a new high- 

fashion color and asks the 

inevitable “But how do I clean 

them?” you can confidently 

tell her. . . and sell her 

Tuxan in the exact color or 

shade. Only Tuxan offers a 

complete range of 44 

high-fashion shades 

and pastels. 

Do yourself and your 

customers a favor. Stock and 

display Tuxan—hailed 

throughout the British Isles 

and Continental Europe as 

the miracle renovating polish 

—and now sweeping the 

North American continent. 


4) 


grates. 


Dwi 
pm yult 


«san 
~ 
st ee ae 


NOVATING POLIS 
for LEATHER SHOES 


COLORS « CLEANS « SHINES 
WATERPROOFS « NOURISHES LEATHER 


Ask your jobber to show you the 


Tuxan sales aids and full-range color charts 


. . Or contact: 


LONDON POLISHES LTD. 


2646 MICHIGAN AVENUE 36 YORK ROAD 
ST. LOUIS 18, MO. DUNDAS, ONTARIO, CANADA 
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and Crattsmanship 


NEW! SLENDER-LAST 


Roamer. 


By SEBAGO-MOC 
A PROVEN STYLE HIT * IMMEDIATE DELIVERY 


bo 
= 
= 
= 


Slimmer, trimmer . . . for bigger-than-ever PROFITS! The new modi- Incomparable comfort and flexibility 
of Sebago's Patented Welt 


: , : Construction (u.s. Por. #2420466) 
that is making the Roamer'™) one of today's fastest selling shoes. Hand-lasting with smart high riding 


Compare these quality Sebago features with those shoes selling for hand-sewn vamp 
Luxurious mellow-rich leathers 


' 
dollars more! Hand-rolled collar 
You'll see why the new Roamer represents a VALUE Kemblo foam cushioning 


UNMATCHED in footwear. Steel arch-support 
Free Mat Ads and other Sales Aids available. 


America's Fastest Growing Line of Moccasins 


SEBAGO-MOC COMPANY Qe mS sas 


Made in Canada by Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 


fied last retains all the selling features, all the superb craftsmanship 
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by BILL ROSSI 


Inside Shoe Business 





A Time for Heresy 


HOE fitting may now be on trial for its life. The 
mounting that 
fitting service take the witness stand in its own 
defense. How shoe fitting will stand up under cross 
examination of competitive self-service and the public 
alike, will bear heavy influence on its future 
Some things to be said here may be interpreted as 
If so, 


necessary to Say 


invasion of self-service demands 


then so be it. But never was there a time 


these things than now 


heresy. 


more 


Open to Question 

the whole traditional structure of 
First, 
actually knows very little about shoe fitting 


In realistic truth, 
shoe business 
There's a 


shoe fitting needs to be challenged. 


great deal missing from the traditional “book” on the 
subject—-and much contained in the book is open to ques- 
tion. 

Second, fitting as it’s practiced in the average store 
neither professional 


stores profess to provide fitting service, 


or department is nor scientific. 


While 
in actual practice these services are hardly more than a 


mans 


Third, because there are no fact-based 
for shoe fitting, 
recognized status for shoe fitting itself. 


passive gesture, 


and conclusive standards then there 
can be no 
While some stores are notable exceptions to the above, 
they stand very much in the minority. 
For decades shoe business has talked about licensing 
This is out of the question. When fitting 


and selling shoes is decreed a profession rather than a 


shoe fitters. 
business, only then can licensing of shoe fitters be jus- 
tifiable 


Societies of Fitters 
There have been numerous attempts to organize “‘so- 
cieties” of shoe fitters. Some have actually come into 
being. But most fade for lack of 
terest by retailers and fitters—or for lack of fact-based 
fitting standards to cohese the effort 
Nevertheless, other nations, presumably less advanced 
fitters to have 
tussia is a case in point. There, 
must attend a “shoe for 12 to 18 
months. Unfortunately, in Russia the whole effort col- 
lapses due to lack of quantity and quality of shoes, 
sizes, and the rush of people to buy anything. But at 
least the principle of training is there—far more ad- 
vanced than ours. 
Canada, with a shoe industry one-twelfth the size of 
ours, has a shoe fitters’ training course better than any- 


sustained in- 


soon 


than ours, shoe some sort of 


formalized training. 


require 


trainees school” 
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thing available in the U. S. What’s more, it’s industry- 
sponsored. 
Training Program 

recommendation is this. Establish an in- 
dustry-sponsored training program for shoe fitters; for 
example, through the National Shoe Institute. But first, 
establish a fact-based set of fresh standards to answer 
that disputable question: When does a shoe fit? 

Make the truly excellent, requiring study, 
and not easy to pass. Offer a certificate of graduation. 
Sut make that mean something—else the 
whole effort is Establish industry-wide ac- 
ceptance of the standards and the course. 

Graduates should be eligible for above-average wages. 
This provides incentive. Applicants should first have 
at least two years of shoe store apprenticeship to be 
eligible. Experienced fitters should be required to take 
the course to get the certificate. Experience alone is no 
A practical nurse with 40 years experi- 


Now, my 


course 


certificate 
worthless. 


qualification. 
ence isn’t qualified to do surgery. 

There should be no legal requirement to take the 
course. No licensing is involved. This is a matter of 
free choice. 


Official Status 
What will be accomplished? We fill in all the cur- 
rently missing data on shoe fitting. Shoe business at 
last establishes a set of genuine standards on shoe fit- 
The genuine shoe fitters 
by the industry and the public. The genuine fit- 
“official’’ and mean- 


ting. become recognized as 
such 
ters now, for the first time, attain 
ingful status. 

This becomes a wonderful lever for public relations. 
to publicize the existence of this pro- 
gram in the public interest. For shoe stores employing 
such graduate fitters, this becomes a merchandisable 
and this in turn is added incentive for stores and 


For the industry 


asset 
salespeople alike. 

The harsh truth must be faced. The intensifying 
trend toward self-service in shoe and the 
public’s acceptance of it, indicates clearly that public 
recognition of shoe fitting services is nowhere as strong 


business, 


as shoe business has believed. 

If fitting services are to become an effective counter- 
force to self-service, then three specific things must be 
done: (1) establish new and elevated standards based 
on much-needed new knowledge; (2) genuinely apply it 
in service-type stores; (3) hard-sell and educate the 
public on the definite advantages of fitted footwear. 
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EXTRA SPACE 
WHERE !T’S NEEDED MOST 


A true moccasin last runs 
fuller, is more roomy than a 
regular last. The toe features 
a high wall . . . no impinge- 
ment of toes down to the very 
end of the shoe. Squared-off 
forepart leaves more grow 
room ... more wiggle room. 
No welt means no build-up 
of leather at the sides . . . no 
concave bottom. 

Soft upper leather continues 
under the foot . . . no bottom 
filler to lump or crack. 
Moccasins mean no tacks, no 
nails, no staples . . . better 
for baby feet in every way. 


Natural Gait 
SES | 


PRE-WALKER TRAINER 
R. J. POTVIN SHOE CO., saeeicile, ‘dist 


“Living-room” Floor Plan 


ONE of the most attractive and at the same time 
functional shoe salons in the country is the women's 


| fashion salon of Dreyfuss and Son, Dallas department 


store. This salon was designed to display a large 
number of shoes without giving the appearance of a 
conventional shoe store. Shoes are displayed on coffee 


| tables, end tables and in French cabinets. Chairs 


next to a table permit the woman customer to try on 
shoes in a casual, comfortable, unhurried manner 


The seating orrangement of the women's fashion shoe salon at 
Dreyfuss and Son, Dallas, assures shopping privacy without inter 
fering with the display of a large number of shoes. Shoes are 
displayed on end tables, coffee tables and in cabinets 


The salon has a seating capacity of approximate 


75. It occupies the entire central mezzanine area of 
the store and was created by removing the balcor 


and adding sufficient space for the department 


French Provincial 

The salon is finished in French Provincial and give 
the appearance of a large living-room. The arrangs 
ment of the furniture is informal and extrem 
ual, with the entire sales floor divided into ir 
seating groups which permit the customer 
the large selection of shoes while enjoying 
privacy. 

The furniture was custom made. It is cove 
magnolia green and pearlized leather. Also esp 
made for the salon are the French Provincia! 
liers in pineapple design, which were manufa 
in Italy. Magnolia green was also used in the French 
cabinets in which both shoes and bags are displayed 
Matching shades of beige were used in the carpet and 
the floral draperies that cover one wal] 


Spaciousness 


A wall mirror and full-length mirrors covering the 
columns help create an even greater feeling of spa 
ciousness. 

As part of the functional planning of the depart- 
ment, the stock rooms feature fluorescent lighting and 
1isles wide enough to allow two salesmen to work di- 
rectly across from each other. There are three sepa- 
rate entrances to the stock rooms, which carry one 
of the largest collections of fashion shoes in the 
Southwest. 
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On the 
ele} 
with 


eo} [ete 


East, North, South or West... wherever you 
find knowledgeable manufacturers, smart buyers 
and busy, fashionable women . . . you'll find sales 
“on the go” with INSOLE-ATED footwear 
Over 2 billion pairs of shoes tell the success 
story of ONCO, SOLKAF* and new WUL-TEXT 
insoles. Manufacturers like their remarkable 
toughness and adaptability to complement the 
outersole flexibility of any cement soled shoe. 
Shoe buyers like them, because their customers 
want buoyant comfort and shape-holding quality. 
Use ONCO with exclusive Solka®, SOLKAF* 
and new WUL-TEXT... and watch your sales 


GO up. 


*Composition of cellulose fibres with reprocessed leather 
fibres 
+Biend of non-woven wool and Solka fibres 


Another Quality Product of 


BROWN [ij COMPANY 


General Sales Offices: 150 Causeway St., Boston 14, Mass. 
Mills; Berlin and Gorham, N. H. 








“The newest of 
fine leathers 
for men with 
discriminating 


FOR YOUR SWATCH BOOK WRITE 


W ARMOUR LEATHER COMPANY 


a DIVISION OF ARMOUR AND COMPANY 
tomorrow's tannages today 
SHEBOYGAN. WISCONSIN 
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How to Be Seen 


at a Shoe Show 
(CONTINUED FROM PAGE 62) 


cloth ($1 per yard) for playshoe 
coordination, to bewitching nylon 
net (50 yard) for strap 
slipper coordination. Draped fabrics 
help soften the general effect of any 
display, should for 
ininity. 


cents per 


you aim fem- 


hotel exhibit 


small, 


Since your show 


relatively everything 
should be 


uncluttered 


room 18 


you use meaningful and 


Put your most effective 


lame (98 cents per yard) and 
round it with cocktail footwear? Or 
wrap the pot in red foil to tie in 
with your new “Red Foil” shoe of- 
ferings? Then you give a _ plain 
florist plant a meaning and a reason 
for 
your 


sur- 


valuable space in 
Why not 
Hang tie-in 
samples of your give- 
item to the plant 


occupying 
exhibit 


decorations? 


room. decor- 


ate your 
accessories or 
away stems. Or 
cut black patent leather scraps into 
large “leaves” and wire them into 
the 


leaves, as a tie-in to 


spaces between regular plant 


your patent 


» 


minder stickers inviting attendance. 


A Shot in the 


Wouldn’t the coming 
good place to start giving your dis- 
play a shot in the with 
termined effort to above 
10-points only 


{rm 


show be a 


a de- 
the 
Beg, 
home 
show Ss, 


arm- 
rise 
shoes score? 


borrow, or steal ideas from 


shows, auto shows, sports 
Work out a 
from the realm of 
music, history, 
foods, animals, 

} 


other realm that helps vou tell 


trade shows. theme 


art, architecture, 


travel, best sellers, 


sports, or from any 


your 


leather shoe offerings? shoe Put the o orbit 
to work with you and for you. Don’t 
from the 
room doorway. But 
traffic 
have a message 
traffic to 
Display is an investment in f 
Why not that in- 

Staging effectively can 
footbridge to a 
and a profitable one. 

Publicize a pattern or 
home your brand image. Ts 
story or promote a shoe 
make yourself seen at 
show in which you participate! 


line with the hall 


s0 that passersby get a vista, 


display in direct story. theme int 


door, 


an idea, a feeling, a treat—not just Souvenir Items deliver dis- 


allied 


your message 

A survey of successful trade show 
displays from other business groups 
that items gen- 
erally part of the staging. However, 


a row of shoes or lineup ( f play let corridor 


products. know at a glance that you 


finds souvenir are to deliver. Drawing 


Decorate Your Decorations your exhibit is your job. 


giveaways as simple as postcards 
the 


scored 


firms order iture 
large leaved foliage plants or flowers 
from the florist. If the containers 
just down,” little is 
from the expenditure 


addition of one touch of 


From time to time, 


product or brand 
high. Many vestment? 
print a small “blurb- be 
chatty newsletter with 
copies stacked on a table available 
for all Almost all 
interviewed reported that they start 
the show 
sticking all outgoing mail with re- 


showing business. protect 


trademark } busi- 


are “set ness firms your successful 
complished 
merely the 
life to an otherwise inanimate room. 
Why not wrap the pot in canvas and 
surround it with your bright play- 


wrap the pot in gold 


ac- 
sheet,” a show 
hammer 
Il a shoe 
But 
trade 
¢¢ 


visitors. firms 
name. 
prior to every 


several weeks 


shoes”? Or 


BLACK 
VELOUR 
BUK 


ALTSCHUL'S Juvenile 


Black 
““Lephyrlite’’ Stitch- 
ed Sole, Long Inside 
- Support Counter, Sturdy ‘*X 
Here's a storehouse of sizes, colors and fashion—ready and Ray’’ Right and Left Steel Shank, Fully Lined 


waiting to be shipped immediately on your order. AA-A 5-10, B-D 4%4-10, E-EE 4%4-9, BEE 12%-2. 


Yes, Altschul’s “IN-STOCK SERVICE" is considered the most 
extensive . . . most dependable . . . for the best in juvenile 
footwear. 


230: 


MOST DEPENDABLE OF ALL! 


SQUARE VAMP 


Your initial order—or fill-in—is shipped the same day it's 
received. A warehouse of dependability and service is at 
your command! 
846 “Rex” 


(DirtiBuk), 946 
“Rex” (Grey Velour 


Let us prove it! Illustrated are just two of our many ‘‘featured- 

for-Fall" styles . . . all immediately available. See for yourself a icether Seles 
how Altschul has earned its proud reputation for Fit, Quality oct taba Bag tae Support Counter 
. and Dependability. Do it now! You'll be glad you did! Ray’’ Right and Left Stee! Shank, Fully Lined . 
AAA 61-10, AA-A 5-10, Ayer £4%-9, B-E 1214-3. 

t BE SURE TO SEE US 
)utiue 4 ( ane hal, INC. 
117 GRATTAN STREET + BROOKLYN 37 

SOUNDED 1099 


at the 
NATIONAL 
SHOE FAIR 


Palmer House * Chicago 


ROOM 755 





NATIONAL 
SHOE FAIR 


CELEBRATING OVER 60 October 23-26 


YEARS OF FAITHFUL SERVICE 
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Battles Wear— 
Bars Water! 





ACTRAGSGARD 


SOLE LEATHER IMPREGNATE 








CHECK THESE 
FEATURES: 


% Actually penetrates, armors” fibres with a flexible 
moisture-repelling film—not just a ‘dip’ — adds 
greatly to leather density. 


% These high density fibres all through the sole strongly 
resist abrasion—prevent “‘brittlement’’ and cracking 
—permit no ‘‘wick’’ action to spread moisture, even 


under severe exposure. 


% Leaves sole bottoms with a “tooth” to provide a 


positive non-skid friction surface. 


* Makes trimming, stitching, finishing and shoe-making 
operations exceptionally easy. 
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An important new era is opening in 


shoe marketing— with this amazing 
innovation in Sole Leather Treatment! 


Here, at last, is the positive answer to “wear-and-weather”’ 
advantages claimed by compositions! Trask’s new, simple, 
practical treatment produces a sole leather which can be confi- 
dently offered against any competition. You should see how 
ACTRAGARD.-impregnated soles WEAR! They stand right up 


to juvenile scuffing and kicking, or to a man’s hard work-day 


abuse, because every fibre all through the leather is 


* 


‘armored” 


by the strong, pliable ACTRAGARD film. 


This high degree of wear resistance is 
enough in itself to justify your adoption of 
ACTRAGARD impregnation for your 
production. But this is only one of its im- 
portant features. The ACTRAGARD.- 
armored fibres fieht off water! Rain, snow 
or youthful “puddle-jumping” don’t faze 
an ACTRAGARD-impregnated sole—it 
keeps feet dry, stays resilient. And what's 
more, it won't mar or smudge floors. 

If you think we're enthusiastic about 
this latest product of Trask’s specialized 
laboratories, you should hear what tan- 
ners and shoe manufacturers already work- 


ing with ACTRAGARD have to say. 


They're simply delighted with the way 
ACTRAGARD lives up to its promises— 
with the fine impression it makes on shoe 
buyers and wearers—with the ease of han- 
dling ACTRAGARD in their processing. 
They're telling us that ACTRAGARD is 
just what they have been waiting for to put 
leather soles on the right competitive foot- 
ing, and that “battles wear—bars water” 
is a big sales-building story with Mr. & 
Mrs. Shoe Buyer. 

We're sure you'll react as favorably when 
you see for yourself what ACTRAGARD.- 
impregnation does for soles. Ask your shoe 
salesman or distributor about it today. 


*Write for sample “ACTRAGARDED’ Sole 


ARTHUR C. TRASK CO. 


327 $. 


NEW YORK OFFICE: 509 Madison Ave... New York 22 


LASALLE ST., CHICAGO 4, WAbash 2-8900 


MUrray-Hill 8-9240 


CANADIAN OFFICE: 67 Farningham, Islington, Ont., Canada, BE/mont 3-6582 


September 15, 1960 





THE OUTSTANDING LEATHER SOLE WHOSE MESSAGE REACHES 
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IF IT DOESN’T CARRY 
THIS TRADEMARK— 


_ 
2 — 


IT ISN’T GENUINE, 
LONGER - WEARING 


LIEATIREI2 

4lusl 

LOOK FOR IT ON THE 
SOLE WHEN YOU BUY 


ANY OF THESE FAMOUS 
BRANDS OF SHOES: 


° ° 
ACME COWBOY BOOTS 


FOOT-TRAITS 
GERBERICH Boy’s Shoes 
JACK and JILL 
Pro-tek-tiv 


.. and nationally famous 
brands of other 


manufacturers! 





in Canada: BEAROMORE & CO. Lid. Acton, Ontarie 


Do-It-Yourself Mocs 


..« Make Profits for Tanner 


THE DO-IT-YOURSELF moccasin business is boom- 
ing for Gerry a Toronto tanner, president of 
Gerry Lewis Ltd. and Lewiscraft 

Last year Mr. Lewis went to the United Kingdom to 
sell his moccasins to the Boy Scouts. One scoutmaster 
That was just before 


Lewis, 


gave him an order for 500 pairs 
dollar import restrictions were lifted 
Mr. Lewis has since gone back to the | 


its and an 


nited King- 
dom and found more interested s« agent who 
took his make-them-yourself mo 
Home Show in London. 

From a total 1959 production 


isin kits to the Ideal 
10,000 pairs, Lewis 


is now stepping up operations to reach 20,000 pairs a 
month producti: 


Toronto, shop 


nina basement below his King Street, 


Busy Writing Orders 


Lewis and his United Kingdom agent are busy writ- 
ing and filling orders that continue streaming in. 

Not just the scouts, but sedate Englishmen 
They 


material 


many 
want a pair of Canadian moccasins retail at 
$3.75 a kit. And a kit has all the 


moccasins together. 


to put the 
Orders and inquiries are coming from Scandinavia, 
Germany, Holland, France and Greece to 

There is no 
yourself gimmick 


special sales pitch It’s ju a do-it- 


Lewis began making moccasins years ago in order 
He uses the 


yw hides after tanning 


to use the by-products of his tannery 
neck and belly edges of bull and « 
and cutting off the bends for sale to the 


leather manufacturers. 


hoe and 


He Found an Agent 

Until last year, he never sold more than 40,000 pairs 
camps and fishermen in Canada 
and the United States. Then he paid a visit to the 
commercial reps in Canada House, London. Nobody 
there could see a Briton wearing moccasins. But Gerry 
Lewis’ faith induced them to find him an agent 

“The man is just going crazy over our product. His 
store burned down while he was selling mo 
London, but he just keeps on sending orders 
them every week,” says Arthur Sutherland, 


a year to Boy Scouts, 


casins in 
; more of 
secretary- 


treasurer for Lewis 


Nearing Capacity 

In the Toronto shop’s basement, 
steadily filling the orders. Sutherland says 
afraid to bank too much on the United 
success. So far a few thousand dollars have been spent 


a dozen people are 
the firm is 
Kingdom's 


on additional equipment. 
There wouldn't be much point in buying the leather 
either, because prices would go up and make the mocca- 
sins too expensive. 
Yet, working with its own leather by 


craft can’t increase the volume of moccasins substan- 


-prod i t, Lewis- 


tially. So the firm keeps a careful eye on the trends and 
does its best to keep the British market supplied. 
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e Dates to Remember 


MAJOR MARKETS... 
Advance Spring Shoe Market 


England Shoe and Leather A 


totler 


Week New 
Hilton and Sheraton fF r 
Notional Shoe Fair, Nationa! S 
turers Assn and «6Nationec Shoe Retailers 
Ass Polmer 4 e Morrison Conrad 
bile j ngress Hote Ch 30..Oct. 23-2 
Price Shoe Show of America, New 
¢ and Leathe Ascn und No 


New 


e Manutoc 


ich 


S 


eraton-Atlant 
Show 8 


Allied Shoe Products Show 
New York rade Show 
Shoe Fabric Show. fo! W 
Shoe Fat Aso. Hot 
Leather Show, fF W inter 
Ame » Statler 


. AND KEEP IN MIND 


Miami Beoch Shoe Show 
Miam! Beach Fie Sent 
Annual Canadian Shoe and Leather Fair 
. the r nad Sh 
Mt. Rove! Hotel Montre 
Designers Shoe Goi id 
wr Ne o 
Tanners aan of Americo 
ng. Edgewater Beach Hote 
Independent Shoemen, Anr 
ton. 8 ‘ ne Hote ( 
Southeastern Shoe Travelers inc 
w Henry y Pe tree 
bier & Pled 
Pacific Northwest Shoe Travelers 
e¢ For, New W 


Hote Senttle 


Northwest Shoe Trovelers inc 
f cae Hote > 


Michigon Shoe Vrovelers Ciub, Spring 
Show. Stotler-Hiltor } . Det ¢ 
30.N 
Menegement Clinic 
hoe Monufa 
sevelt. New York Nov 
Root and Shoe Travelers’ Assn. of New York, 
; Annual Shoe Show Garden City 
rden City. | i No 
lowe Shoe Sonenhaat Assn. Inc owa Spring 
‘ 


e how. Fort Des Moines 


Accounting ond Office 
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Nordie Nations Establish 


Leather Research Council 

COPENHAGEN, DENMARK 
Under the leadership of Director 
Vagn Jensen, a joint Nordic Leather 
Research Council, aimed at further- 
ing research for the leather indus- 
tries of Sweden, Denmark, Norway 
and Finland, established at a 
meeting in Copenhagen. 

Leadership for the research pro- 
gram will be provided by the Tan- 
ners’ Association Research Station 
in Denmark. The Station, which is 


was 


connected with the Institute of 
Technology, will coordinate research 
data and financing. There will be 
a special Council advisory commit- 
tee to the Station for this research. 

A three-year research grant of at 
least $7,500—a figure likely to be 
doubled—has been allocated to the 
Station by the Council. In addition, 
the Swedish Tanners’ Association 
has made a grant of $4,500 a year 
and the Danish government 
make another grant from the yearly 
budget of $38,000 set aside «for 
leather research. 


will 





Seth Gaffin Shoes, 


146 DUANE STREET, 


NEW YORK 13,N. Y. 





Introducing... 


Western 


Wellingtons 
by 
J. W. Carter 


Here are boots that are 
bound to make a big 
contribution to your 
profit picture for 
months to come. Built 
on the famous 
Wellington last... 
finished with smart 
Western style, full 
leather lined tops... 
they combine solid 
comfort with that much 


wanted Western air. Rostonians 


Mele fined o Wate fitend te oo fort pow 
k, 


eBostonia 
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ae 
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: 
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J. W. Carter builds 
these boots with high 
and medium tops; with 
a choice of black or tan 








in both styles. 

And like all J. W. 
Carter boots and shoes, 
they are popular priced 
to move faster with a 


“imazevae” SUprise Package! 


full details see the 


Carter man in your Come to the Shoe Fair! Y ou’ re invited ame en 
area or contact the 


factory today! take the wraps off the most exciting shoe and 


promotion packages we've ever created for you! 
Come see new shoes styled to sell and a daring 
new advertising and promotion approach de- 
signed to make you the stand-out men’s shoe 
retailer in your town. We hope you'll come visit 
us and be surprised...and delighted! 

Make a note: Bostonian Shoes, Rooms 724-725-726, Palmer House, Chicago 


J. W. CarTER COMPANY Ne Bostonian 


P.O. BOX 30 © NASHVILLE, TENNESSEE 
COMMONWEALTH SHOE & LEATHER COMPANY. WHITMAN MASSACHUSETTS 
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Fit Comes First at Aaron’s | 

FITTING children is so important with Aaron’s Fine | 
Shoes, Albany, Ga., that new salespeople are not given 
the authority to close a sale until Aaron Kraselsky him- 
self is certain the fit is proper. 

Whenever a new salesperson is hired, Kraselsky makes 
certain he is an expert fitter and knows what he is 
doing. 

If the person has not had what Kraselsky feels is 
sufficient experience in selling children’s items, then 
every pair he sells must be inspected for proper fit by 
Mr. Kraselsky himself, if he is in the store. If he is 
not in the store, then the authority is passed along to 
an experienced salesperson. 

“I don’t want any children’s shoes going out of here 
that do not fit because they can do too much damage to 
the child,” he said, 

The inexperienced salesperson must get experience 
and must wait on his share of the customers, says Mr. 
Kraselsky. In this case, after the sale is final, the sales- 
person brings the child to Mr. Kraselsky, even though 
Mr. Kraselsky may be waiting on a customer. It takes 
just a moment to feel the child’s foot to see that the 
fit is proper and to give the salesperson authority to 


release tne shoes. 


Dotto Color Coding Moves ‘PMs’ 


A LARGE, metropolitan New York City shoe chain 
solves their special “pm” item labeling in what ap- 
pears to new and method. 

Routine stamping of the shoe box, to indicate “pm” 
status, long accepted as standard procedure, failed 
to offer both the flexibility and speed the store man- 
agers needed. The answer, devised by the chain’s 
headquarters, turned out to be pressure-sensitive able- 
stik Dotto labels in red, blue, green, yellow and white. 
Each label not only indicated extra “pin money” 
status for the salesman but, by the use of color cod- 
ing, salesmen were instantly informed as to addi- 
tional commissions that applied to premium items. 

According to a company spokesman, the use of 
Dotto labels offered additional in that 
they required no moistening and could be quickly 
and easily applied. Ordinarily offered in circles or 
rectangles, these labels can be furnished on special 
order in any shape and a wide range of colors and 
sizes depending on application requirements. 

Dotto labels are a product of Allen Hollander Co., 
New York City. 


be a novel 


advantages 


Swedish Shoe Production Rises 


THE SWEDISH production of leather shoes rose in 
1959 about 3 per cent compared to 1958. Imports 
rose to more than 50 per cent and reached not less than 
23 per cent of production, as compared to 16 per cent 
in 1958. Sales in 1959 were 13.24 million pairs of which 
19 per cent were imported as compared to 13 per cent 
of sales in 1958. The production of other shoes (non- 
leather) and slippers rose by about 8 per cent and im- 
ports accounted for 38 per cent of the production against 
45 per cent in 1958. 
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IMPORTANT 
SEASON-AFTER-SEASON REPEATERS IN 


Sin Mester 


IN-STOCK — READY FOR 
IMMEDIATE SHIPMENT! 


2666—Biack & white saddle, 
Bonwelt Avon Dresport crepe 
rubber soles, inside wedge heels. 
8, C, O—8%-12. 

A, 8, C, B—12%-4. 


2430—Biack nylon velvet 
with smooth grey and 
black ‘‘patches"’, Bonwelt 
Avon Dresport soles, 
white rubber midsoles. 

8, C, D—8,-4. 
6430—White, red and black 
“patches"’, same as 

No. 2430. 


1667—Ali biack saddle, 
Bonwelt Avon Dresport 
soles, inside wedge heels. 
8, C, O—5\-8, BY-4. 


2672—Biack nylon velvet, smooth black 
saddie, white piping, Bonwelt 3-iron 
white rubber mid-soles with 9-iron 
black crepe rubber outsoles. 

8, C, D—5%-8, 8%-12. 

A, 8B, C, B—12%-4. 


Gudget Priced Retailers 
$295 $595 


SOME STYLES SLIGHTLY HIGHER 


2811—Smooth black slip-on, 
Goodyear stitched B. F. Good- 
rich soles. 

8, C, D—10.-4. 


28098—Biack, grained leather 
plug, Goodyear stitched B. F, 
Goodrich soles. 

B,C, D—8\.-4. 


2887—Black, smooth plug, Good- 
year stitched B. F. Goodrich 
soles. 

8, C, O—8\.-4. 

$857—Biack on brown with 
shadow antiquing, same as No. 
2857. 


2885—Biack Scout type moc 
toe, unlined quarter, outside 
counter pocket, Goodyear 
stitched B. F. Goodrich 
“Tuffy” soles. 

B, C, D—8-12. 

A, B, C, D—12.-4. 


FILL-IN 
YOUR STOCK 
WOW! 


STEP MASTER SHOES. INC. © GREENUP, ILL. 
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. oe . » fire “tj These friends » rems 3,500 to bi F 

Profile: The Nordstroms at the first junction. Phe e friends and the re maining $3,506 to buy a 
TL Ae ; didn’t meet again until they re- stock of shoes. We soon found out, 
CONTINUED FROM PAGE 44) . 


turned from Alaska. Mr. Wallin was however, that this amount didn’t 
he had sold turned out to be a very a shoemaker by trade and, when he buy a very complete stock. On our 
rich one. But John Nordstrom never came back to Seattle, he set up a opening day, our total sales 
regretted his decision. He had done repair shop at 14th Avenue and Pike amounted to $12.50. 
the wisest thing. He put his money Street. And now we quote from “I will never forget that first day! 
where it would earn dividends in John Nordstrom’s saga: “I often I had never fitted a pair of shoes or 
satisfaction, service and prosperity yjsited Mr. Wallin in his shop. One sold anything in my life; and I was 
for his family and their progeny. day, he suggested that we join in depending upon Mr. Wallin’s meaget 
partnership and open a shoe store. | knowledge of shoe salesmanship to 
Carl F, Wallin was able to put $4,000 into the busi- help me out. Well, on opening day, 
In Alaska, he had met Carl F. ness and Mr. Wallin added $1,000. we hadn't had a customer by noon- 
Wallin. They left Skagway for the From this total, we spent $1,500 to time so my partner went to lunch 
Klondike together, but then parted fix up the Wallin-Nordstrom store He had been gone only a few min- 
- — — : utes when our first customer, a wo 
@eeseteeeseeoeveeeseeveeeveeeeveeoev e808 eee man, came in for a pair of shoes she 


had seen in the window. I was so 
FEATURE ATTRACTIONS INR fi a es 
wanted in stock. Finally, I decided 
& 
b y BE RNE D open from 8:00 o'clock in the morn 
ing until 12:00 at night, we took in 


to try on the pair from the window 
eeeeeveveseeepseeoeceoeeeeeeeeseeneeee ee $47. It 
~ 


the only pair we had in that 
style. I never did find out whethe: 


ie 
a 


it was the right size; but the « 
tomer bought them anyway The 
next day was Saturday and, being 


didn’t look very rosy but 
at the end of the first summer we 
had Saturday sales that totaled as 
high as $100. We both allowed our 
selves a salary of $75 a month and 
got along fine on this amount.” 


Progress 

For the next four years, the part 
ners worked very hard. They built 
up their inventory to $18,000. Un 
fortunately, every time they began 
to see some real signs of progress, 
they had to move to another location 
to make room for a growing 
Seattle. They bought the Berry 
srothers Shoe Store on 2nd Avenue 
aes $1.90 Melon, and Pike Street. Then moved to the 
a. 7a, $2.09° Sard, Arcade Building on Second Avenue 
“0, Aduin gh 25 Eight years later, they were told 
- they had to vacate that store within 
two months. With this short notice, 
they were forced to buy out a lease 
on Second Avenue, and here they 
were fortunate and remained for the 

ine black potent next 25 years. 
sr gerade en selpearS orig' Which brings us up to the time 
in 1930 when John Nordstrom felt 
he could turn the reins over to his 
sons. He sold his share of the busi 


or whit 


I th atrical lasts. 
covents woot STYLES PRICED AT ATTACHED 


wooD HEELS BOTH S 9285 _ .eaTHER HEELS 


duated Heights — cy, 40 8M site 
+ arenes tops i= , to 12M P .. $3.15 Overtoe tops and 


“iyded, unattached. t2Yp 40. BMEN. eevee heel plates attached ness to his three boys, with the pro- 
L add 15¢ pr. for 3, to 9M-N | viso that eventually they would re 
/ 


attached pay the money as they prospered. 
Everett W. Nordstrom, the oldest 
BERNED SHOE COMPANY | of the boys, worked at Wallin & 


toe taps 


E x P Nordstrom during his summer vaca- 
aie ; . " (CONTINUED ON PAGE 78 
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WHAT NYLON HAS DONE FOR STOCKINGS, VINYL IS DOING FOR SHOES 


“this is my secret 
for cutting down 
material costs” 


SN 
: i a® 


» 


SWITCH T0 VE LV y VINYL SUEDE FOR SHOE UPPERS AND 


QUARTERLININGS ...THE MAN-MADE SUEDE WITHOUT A WORRY IN THE WORLD! 


1. Save on initial material costs . . . then add on the savings 
fabric-backed Velvin viny! suede gives you in production performance 
reduced waste and top-notch quality throughout each shipment). 
2. Velvin washes clean with soap and water, yet colors won't 

wash off . . . Velvin needs no harsh brushing to keep its fresh looks. 
3. Not a flocked construction, Velvin won't scuff, shine or crock. 

If you're a retailer or a manufacturer, think how Velvin can 
brighten your sales picture; it’s the perfect answer in shoes for 
men, women or children . . . and practical for shoes for 

nurses, waitresses, hairdressers 


the finest, 


vinyl shee tebrics comes trom: A CHOCO TEXTILEATHER 


THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION °S3."cc< 


Represented by: 

* Seamon Steen Company * Liebman & Cumming John £ Sheveneti K O. Schneider & Son * Barnard Shoe industry Supply Corp Also distributed by 
96 100 South Street 1329 Sunset Biva 21 Spruce Street 1225 North Water Street 10380 Page industrial Biva Universal Coated Fabrics Co., inc 
Boston 11. Massachusetts Los Angetes. Califorma New York 38. New York Mitwaukee, Wisconsin St. Louis 32, Missour: 643 Broadway, New York 12, N.Y 


Metin E Wed * Moore & Giles Liebman & Cumming C_N. Riesenberger & Son 
*Stocks are warehoused for your convenience at the 


180 North Wacker Drive P O Bos 56 718 Mission St. Rm 422 370 West Broad Street 
Chicago 6. Hhnon Lynchburg. Virgina San Francesco, Catiforma Columbus 22. Oto regional sales offices indicated by an asterisk 
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Profile: The Nordstroms 


(CONTINUED FROM PAGE 76) 


tions. When he graduated from the 
University of Washington in 1923, 
he went into the shop on a full time 
basis for three or four years. Then 
he went on the road for the J. P. 
Smith Shoe Company. Sold their 
shoes for a while and then returned 
to Wallin & Nordstrom. 


The Pattern 

The pattern was pretty much the 
same for Elmer J. He graduated 
from Washington University in 
1927. Spent a year at Marshall 
Field’s, on the selling floor and then 
back to his father’s business. 

Lloyd W., the youngest, took up 
his sh re when he left Washington 
U. in 1932. 

In 1931, after Everett and Elmer 
had been in the business for a year, 
Mr. Wallin decided he would like to 
retire; and he sold his share to the 
boys. 

Actually, when Lloyd got out of 
school in '32, during the depression, 
his two brothers were struggling in 
the small business. He felt there 
wasn’t room enough for the three of 
them and thought it would be better 
if he didn’t go into the business. But 
Everett and Elmer told him to come 
in and try it for a year because if it 
didn’t get better by that time, none 
of them wanted to stay. 


A Wise Policy 


Before we close this chapter on 


John Nordstrom’s contribution to 
the Nordstrom operation, we want 
to emphasize the very wise policy 
he set. “My father sold his share to 
the three boys in 1930,” said Lloyd. 
“During the following year, he 
never set foot in the store. It wasn’t 
until we had been in business for 
three or four years that he came to 
see us . never to inject himself 
into the working pattern; merely to 
be there. At present, he comes in 
every day at 11:30 and 
about 3:00 o’clock but he has never 
tried to impose his will. Now that 
we have sons coming along into the 
business, we know it is going to be 
difficult for us to follow the splendid 
example he set for us.” 

As we stated before, the Nord- 
strom operation has grown and pros- 
pered. They expanded the store at 
5th and Pike in Seattle, three times, 


leaves at 


78 


until now it is recognized as being 
the largest store (100 by 120 feet) 
in the United States. They occupy 
four floors. On the first, second and 
third floors they sell men’s, women’s 
and children’s and on the 
fourth, there is the stockroom and 
the offices. 

In addition, they have three other 
stores in Seattle. They also built a 
store in downtown Portland (Ore- 
gon) in 1950; another one in the 
Lloyd Shopping Center and today, 
September 15, they opening 
their third store in Portland. 

There are also 13 concessions in 
department and 
along the west coast, as far south as 
Fresno. In the two women’s 
cialty shops they carry only women’s 
shoes, and in the 11 leased depart- 
ments in department stores, they 
men’s, women’s children’s 


shoes; 


are 


specialty stores 


spe- 


sell and 


shoes. 


The Proving Ground 

We have now arrived at the prov- 
ing ground of the Nordstrom motto: 
“One for All and All for One.” As 
Lloyd tells it: “My brothers deserve 
the credit. They felt it would be a 
incentive if the 
one had an equal share in every- 
thing. They decided the best way to 
do that was to rotate the officers and 
their term of office every two years 
As a result, 
think who is 


greater youngest 


we have to stop and 
the current president. 
Not only do rotate the 
but we have also rotated jobs and 
responsibilities. 
“Actually, Elmer 
men’s end of our right 
along. In women’s Everett 
and I have switched jobs about three 
times. This way we don’t run out 
of ideas in any As 
switch, we get a different approach 
“We also have responsibility for 
certain and switch that 
occasionally too. The fortunate part 
is that when we are responsible for 
certain neither one of the 
other two interferes. We all have 
merchandising and administrative 
duties but we just divide these up. 
“Each store has its buyer. 
That’s a little different too. We be- 
lieve in giving the people more re- 
sponsibility; and the store with the 
buyer or manager operating it does 
a better job in purchasing than 
someone might who would be buying 
from a central purchasing opera- 
tion. We oversee all these things so 


we officers 


has had the 
business 


shoes, 


one area. we 


stores 


we 


jobs, 


own 


that there is a similarity between 
them all; but, actually, our depart- 
ments in the department stores and 
each individual store we operate has 
an individual buyer. It gives these 
people a feeling of belonging and 
they put all the interest into it that 
they can. It’s the same kind of re- 
sponsibility that we three have and 
carry through. 

“We have about 30 
some stores there is a buyer for each 
department for the basement, 
street floor, children’s, men’s, wo- 
men’s. If a person is a manager of 
the department, he is also the buyer. 
Altogether, we have some 500 em- 


buyers. In 


ployes. 
Three Work as One 

“The way we see it, we are three 
fellows working as one and we work 
at it!” 

Everett's the 
He is now a buyer of one 
Elmer has two 


son, Bruce, is in 
business. 
of the departments 
John, who 

school, is working as assistant man 
the His 


is still in college. 


has just finished 


sons. 


ager of one of branches. 
second son, James, 
Lloyd has three daughters but that 
doesn't interfere with the continuity 
of the pattern. 


is married to 


His oldest daughter 
McMillan, who 


concessions in 


John 
operates one of the 
the women’s specialty store in Port- 
land. So, see, they each have 
one entry from the third generation. 

In 1959, when Lloyd was presi- 
dent of the National Shoe Retailers 
Association, he made a talk at one of 
the National Shoe Fair breakfasts. 
He projected his thinking to the 
retail store of the future the 
next five to 25 years. He made a 
number of very important 
controversial, perhaps but they did 
stimulate some thinking on the sub- 


you 


points, 


ject. 

“I feel that shoe stores must get 
their share,” he said. “There will be 
fewer stores but the stores that ex 
ist will be larger in size, selection 
factor, manpower. If stores are go- 
bigger, 
stronger only if they will carry sev- 
The store that has one 
exclusive isn’t strong. But 
the stores that carry a diversity of 
brands, strengthen each other. 


ing to be they can be 
eral brands. 


brand 


The Greatest Challenge 
been asked what is the 
challenge the retailer 
(CONTINUED ON PAGE 82) 


“T've 
greatest 
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Leed's Shoe Store, Tacoma, Washington « Architect: Bernard Bloom, St. Louis, Missouri 
Contractor: Ketner Brothers, Tacoma, Washington + Glazed by W. P. Fuller & Company, Tacoma, Washington 


PPG products installed: Prrtco Metal, HERCULITE Doors, Mirrors,Polished and Heavy Plate Glass 


A better way to build a business. . 
with a PPG Open-Vision Front 


A PPG Open-Vision Front is an open invitation to customers. People 
can't resist this frank “see-through” look that promises a friendly 
welcome on the inside. Modernize your business appearance now and 
watch it pay off in new patronage. PPG Open-Vision Fronts actually 
build business! Find out about the complete package of PPG store 
front products available: Pittsburgh Polished Plate Glass, Prrtco® 
store front metal, TUBELITE®, West and HERCULITE® doors, and PITTCO- 
MATIC® automatic door openers. Send for our free booklet or contact 


the PPG branch or distributor near you. 


Pittsburgh Plate Glass Company 


Paints + Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


September 15, 1960 


Pittsburgh Plate Glass Company 
Room 0181, 632 Ft. Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send STORE FRONT booklet to: 


Name 

Address 

City Zone State 
Business Type 
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Automatic Conveyor Cuts Processing Time 


Boxes of ports and pieces for shoe uppers are moved automatically to work stations where 
work is needed. A work box is removed from the conveyor at each machine space, and 


after the sewing operation has been performed the box, with the work in it 
placed on the conveyor addressed to the next station. 


is no immediate need for work. 


P. W. MINOR & SON, 
Batavia, N. Y., makers of Tread- 
easy, Wilber Coon, Marshall Mea- 
dows & Stewart and other branded 
shoes, has recently installed a Pfaff 
Varion conveyor in its fitting room. 

The fitting room is the depart- 
ment in a shoe factory where the 
parts of a shoe upper are 
together. Because of the 
parts, pieces and decorations 
nvolved, the key problem in produc- 
tion is to keep the women at their 
machines supplied with the required 
parts and to move them on to the 
next process. Adding to the com- 
plexity is the fact that many dif- 
ferent styles of shoes are usually 
turned out at the same time. 


INC., 


various 
stitched 


many 


Expansion Possible — The Pfaff 
Varion conveyor, as installed at the 
Minor 
powered system for moving work to 
64 different work stations. Expan- 
sion is provided for, making it pos- 
sible to increase capacity to 80 sta- 


plant, is an_ electrically 


tions. 

Previously work was moved from 
station to hand. 
Seventy per cent of a worker’s time 
was used for handling the work 
with only the remaining 30 per cent 


one another by 


is again 
Stations ore skipped where there 


The 


new conveyor is expected to reduce 


actually used for stitching 


processing time by 20 or 30 per cent 
The 
convevol 
automatic for 
work. Work in boxes is dispatched 
to work 
needed. Stations are skipped where 
there is no for 
work. A control panel with a sys- 
tem of lights indicates the work in 
process and the need for additional 
work. 

As 
ion,” the system is capable of han- 
dling different styles of work with 
rearrangement of 
Instead of women 


Pfaff 


with 


Control 
chain 


control 


Automatic 
Varion is a 
dispatching 
work is 


stations where 


immediate need 


indicated by the name, “var 


out sewing sta- 


tions. seated at 
sewing machines, the system makes 


possible straight-line production 


Station Marks 75th Year 

GARVERFORENINGENS 1 For- 
sogstation (Tanners’ Industry Test 
Station) in Copenhagen, Denmark, 
celebrated 75th 
with a meeting Aug. of the 
International Tanners’ Council 
Standing Committee to which came 
representatives of the whole Euro- 
pean leather industry. 


its year jubilee 
25-27 


em 


Spanish Producers 


Eager to Export 


By ETIENNE J. GUERIN 
SPAIN’S isolation and protective 
tariffs were ended by entrance into 
the Organization for European Eco- 
nomic Cooperation. Although Span- 
ish shoe retailers are likely to buy 
very few foreign footwear 
producers appear eager to develop 


shoes, 


Spanish exports. 

While they are eager to sell over- 
seas, Spanish producers have paid 
little attention to industry 
problems that affect export 
plans. Most of the shoe plants are 
located around the Balearic Islands 
and, to become competitive, exports 
should be made direct from the is- 
At present exports are made 


very 
would 


lands 
through the mainland as a standard 
practice 

Also, most of the production is in 
the hands of craftsmen which pre- 
vents the expansion of the larger 
firms the standardization of 
working methods 

Spain must work out a practical 
import for rawhides and 
finished hides so the necessary raw 


and 


polic \ 


material for production is available 
This would also in- 
of the im- 
machines to 


on the market 
the liberalization 
procedure f 


ror 
the 


volve 
port 
modernize shoe production in 


dustry. 


To Buy Shoe Machinery 


Spanish authorities recently an- 


nounced financial arrangements 
were being made to purchase shoe 
machinery and _ other 
from the United States 


mitments were for machinery and 


materials 
Early com- 
parts as well as lasts and upper 
material 

An affiliate of 
Machinery 


Spain, was given authority to im- 


United Shoe 


sJarcelona, 


the 
Corp. in 


port shoe machinery and equipment 
under an International Cooperation 
Administration global procurement 
plan. ICA made a development loan 
of $250,000 to this 


Spain earier 


year which is to be allocated to 
Spanish shoe manufacturers by the 
Ministry of Commerce. 

The Spanish industry is going to 
show off its 
the Conrad Hilton Hotel, Chicago, 


National Shoe Fair 


wares in 10 rooms of 


during the 
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THE TOP 
NAME IN SPORTS 
ISA 
TOP 
SALESMAN 





MADE IN USA 


PLAYTIME FOOTWEAR 


the quality brand of value — 
covers the booming casual market 


Converse — first choice of athletes and sportsmen, with a nation-wide following of fans — gives you more to 
sell in the great playtime market. More in the prestige of its famous name. More in its established quality repu- 
tation — backed by 52 years of manufacturing know-how. More in its action engineered construction, superior 
fit and crisp styling. Converse Playtime Footwear — unmistakably the most-for-the-money line for all the family 


— is competitively priced and retails profitably. It is a line to count on 


write or phone today for additional information or to have a salesman call 
CONVERSE RUBBER COMPANY MALDEN 48, MASSACHUSETTS 


Chicago Branch 2000 Mannheim Road, Meirose Park, Ill. * 100 Freeway Bivd., So San Francisco « 241 Church St., New York 13, N.Y 


September 15, 1960 





Profile: The Nordstroms 
(CONTINUED FROM PAGE 78) 


faces? My answer is: I feel that 
there has never been a better oppor- 
tunity for independent shoe people 
than there is now. We have found 
by our own experience that when we 
take people into our organization, 
have them buy and manage our 
stores successfully, we can beat the 
large companies that have 300 and 
500 but which represent a 
corporate image rather than per- 
sonal interest. We feel we profit by 


stores 


having a buyer-manager and giving 
him more respensibility and interest 
and a sense of belonging. 

“We independents can operate our 
own stores. We can give people ser- 
vice. Give them precisely what they 
want, much faster. For example: in 
our stores we can reorder, depend- 
upon the demand, and keep 
of merchandise trends bet- 
As a result, 


ing 
abreast 
ter than the big outfits. 
we thnk that independents have a 
wonderful opportunity, but 
the sam? in the past, the 
mama and papa stores. They should 


not in 


Way as 





WHEN THE CHIPS ARE ALL DOWN 


it's the FINISH that counts 





Over 25 years of laboratory control and prompt service 
have established the leadership of 
Paule’s Quality Shoe Finishes . . . For a complete 
set of Paule’s down-to-earth “Timely Tips” 
on difficult shoe finishing problems... . 


Why not write us today! 


Count Your Sale Finished 
When They Keep Coming Back for More 
For Over 25 Years! 


“Quality 


Research — Service” 








Charlestown 29, Mass., U. S.A. 


puck CHEMICAL CORP. 





re | 





be able to compete in the selection, 
merchandising and distribution. 
They will have to be a liccle larger 
and a little stronger. The smaller 
retailer need absorbed. At 
the moment this seems to be going 
on in the volume cr popular price 
fie'd, the are 
absorbing the smaller ones. But in 
the quality field, fashion, service and 
the personal feeling of a store, all 
play a part. There, I think we have 
the advantage over the inflexibility 


not be 


where big concerns 


of the larger operation. 


{ Healthy Position 

know that 
three 
same way 
of our 
and we pe the 
en in the 


“At any rate, we our 
position is very hea'thy A] 
of us feel 
about it. We are very 
family heritage 


next generation wi'l carry 


exactly the 


jealous 


tradition There l every in 
that they 
richt 


interest 


same 
dication 
tant 
our faith, 
the third generation.’ 

Nordstrom's is kn 
wide for its participation in c 
nity and industry affairs. They have 
been charter members of Shoes As 
the quality re 
tailers across the country. And they 
| Shoe 


will. Our impor- 


job now is to transmit 


and purpose to 
wn far and 


mmu 


sociated, group of 
have belonged to the Nation: 
Retailers Association for years 
Lloyd was president of the N.S.R.A 
in 1958-59 and has been on the 
for nine years. “I 
the N.S.R.A 
sitting in on the 
These meetings,” 


serve a 


board eight or 
became interested in 
largely through 
style committees 
he says, “really 
They are doing a service for the in- 
dustry. We all give of our time but 
that wouldn't keep us coming back 
We feel we stay abreast of our own 
better if we 
with 20 retailers and 20 
manufacturers thresh 
women’s shoe business. I ce 
miles to do that.””. Elmer 
Everett come to the 
ings but since Lloyd has been con 


p irpose, 


together 
top 
out the 
me 3000 
and 
meet 


business get 
top 


and 


just 
used to 


nected with the women’s shoe style 
committee, they have cut out their 
trips. 

Everett is 57, Elmer 55 and Lloyd 
50. They their generation 
has been most exciting but they also 
feel that, as the 
comes along, they want to give them 
more and more and 
eventually they plan to step out 
Talking about retiring 

(CONTINUED ON PAGE 84) 


believe 
next generation 


responsibility 


about 
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more stores pocket , 
more cash with 
MOC-ABOUTS® 

the line that’s priced 
and styled to 





MEN! 


NATIONALLY 
ADVERTISED... 
IN-STOCK 

to sell profitably 
from $6.95-9.95 


ToP 
2250 B. B. umber; 2251 black; 
2257 maple $4.10 


BOTTOM 
3631 black; 3637 maple; 
3531 black $3.85 


MOC-ABOUTS 


a division of NASHUA FOOTWEAR CORP. 


250 Canal St., Lawrence, Mass, 


September 15, 1960 





Why do some 
DANCEWEAR 
departments keep 
GROWING? 


lf your own store is one of them with 
Dancewear sales and profits sharply 
upwards, you know the secret that 
makes Leo retailers do so well. 


The whole secret is 
CONCENTRATION 


it's just that simple. One concentrated 
source that can fill ali your customer's 
needs completely, happily, immediately, 
from Dance Shoes to Leotards . . 
LEO’S. One nationally advertised Line 
designed by specialists with a long 
record of “firsts” .. . LEO'S, custom 
maker to the dance (the place the dance 
world takes its troubles to.) 

Concentration pays off in other ways 
for retailers with a yen to grow. Phone 
the local dance teachers because 
they're your best salespeople. More 
teachers choose Leo's than any other 
brand. 

Just let them know you're concen- 
trating on their favorite shoes and 
dancewear and watch them send their 
pupils to your store by the hundreds. 


Small Investment 
Fast Turnover 


Your capital is not tied up in large 
inventories. For a small investment— 
less than $125.00—you can have a basic 
stock of the country’s top line of Ballets. 
You get Same-Day Shipment on almost 
anything-you-need in Leo's ‘Toe- 
Shoes-to-Leotards” Catalog. Last but 
not least, you can concentrate on pro- 
moting your store as" Dancers’ Haven.” 


So @ DEPT. BR-96 





WANT TO SEE 
FOR YOURSELF? 


SEND FOR 

our Basic Stock 
Plan and your free @ 
copy of the new Leo 
Dancewear Catalog | 


Your Selling Edge 
lo 
‘‘HIDDEN 
STITCH’: 


Ballet 
Shoes 


can only grow out of them— 
you Can't wear them out! 


Another “first” to give your Dancewear 
Department the edge and make it grow. 
The stitches are buried for “long dis- 
tance" wear just like custom made 
turn shoes. They never touch the floor 
—you can only grow out of them—you 
can't wear them out! Black, White, 
Pink, Red in stock at one low price. 

Ask your nearest dance teacher about 
Leo's “Hidden Stitch" soft toe ballets 
... of write for full details. 


ADVANCE THEATRICAL CO. 


32 West Randolph Street, Chicago 1, Illinois 


custom maker to the dance since 1924"’ 


Profile: The Nordstroms 
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five years ago Everett thought he 
would take a six months’ sabbatical 
to see whether he liked it. He lasted 
three months. Came back and now 
has no intention of retiring for a 
while. 

As for Lloyd, he says: “At 50, I 
am not going to retire. I’m more in- 
terested in getting into something 
worthwhile. When money isn’t too 
important a factor, and you have 
enough to carry out your life and 
the younger ones can take over the 
business, you want to fill your life 
with something that is interesting 
I think that when business people 
come to this level they owe it to 
themselves to make a contribution 
We feel that busi- 
ness people should be more con- 


to their country 


cerned with our government and the 
way it is being operated. We are 
hopeful that we can do more on the 
outside 

“Father is proud of us, I hope; 
but we are prouder of him. As we 
grow older, we realize how wise he 
was... especially the way in which 
he turned everything over to us 
to share and share alike.” 


Yugoslav Moc Wins Medal 
MUNICH, WEST GERMANY 
A woven Serbian opanak—a type of 
moccasin—produced by the Zanat- 
eksport enterprise of Belgrade, Yu 
goslavia, was awarded a gold medal 
at the Munich Trade Fair this year. 
The moccasin was judged the best 
model of woven shoes exhibited. 
The Serbian opanak is made of 
horse and cowhide and designed 
after the style of Yugoslav national 
footwear. Until recently, it was rel 
atively unknown outside of Yugo- 
slavia. The first attempt of the 
Zanat-eksport enterprise to place 
this item on the foreign market re- 
sulted in orders for 30,000 pairs. 


Hungarian Leather Exports 

THE HUNGARIAN State Export 
having 
European 


group Tanimpex reported 
Western 
countries an increasing number of 
leather and fur products these past 
few months. Among these 
5,000 pairs of fur-lined shoes to 
West Germany. Belgium made a 
large purchase of an_ undisclosed 
amount on a trial basis. 


exported to 


were 
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_We’ re overwhelmed... 


You ordered it by the carload. You ordered it in every color imaginable. The response to Pigmillion Pigskin 
was so tremendous the supply just had to run out. So—may we advise—make your spring buying plans 
early. Spring '61 will be bigger, brighter, better than ever. Pigmillion Pigskin will go nation-wide via excit- 
ing full-color advertisements in leading fashion magazines... via sparkling window displays. . . in-store 
displays ... sales aids and even more. Backing up this promotion will be more leather than we’ve ever 
had before in 18 sparkling new colors . . . each one more breathtaking than the one before. Buy early! 
Don't miss a ride to bigger profits on the Pigmillion Pigskin bandwagon. For complete information, write to: 


HAUS OF KRAUSE ROCKFORD, MICHIGAN 


September 15, 1960 





Letters... 


Fine Shoemaking: an Untold Tale 


Editor: 


4 romantic drama of the Italian Ren- 
aissance (author and title long forgot- 
ten) has this plot: The husband, a great 
artist whose peintings now hang in re- 
nowned museums, neglected his charm- 
ing wife and she was coveted by many 
swains of Florence, Venice or Padua, 
whatever the locele was. Finally goaded 
into a duel and killing a leading rival, 
the husband pulls this tag line to bring 
down the final curtain: 

“Why didn’t you tell me you were so 
beautiful?” 

It would be a great moment of truth 
betterment if shoe salon 
salesmen were inspired by such an elo- 
quent line. And if ever the area of femi- 
footwear at $30 needed 
selling inspiration, this is the season! 
probabilities that 
women of fashion, alerted to tiny de- 
tails in makeup, foundation and outer 
garments, are inadequately briefed on 
fine shoemaking. How many women of 


and business 


nine and up 


There are strong 


a salon’s clientele recognize the rather 
obvious earmarks of cheaper shoe con- 
struction? Have they told? 
Observations tend toward negative. 

It would benefit any 
or buyer to objectively contemplate the 


been 
the 
salon 


ever 
proprietor 


selling technique within his operation, 
then go personally or send a competent 
representative into a shop devoted mainly 
to $14 to $22 
store 


and finally to a 


snoes, 


chain featuring smart styles with 
a top price of around $15. Odds would 
be offered by almost anybody conversant 
with these shops that about as little is 
spoken of actual shoemaking in the $30 
grade salon as in the other establish- 
ments. 

When a woman pays $28 up for shoes, 
she is entitled to better attention, more 
which 


explanation about 


really exists, 


workmanship 
leat! er selections, etc., to 
justify her continued patronage, than her 
neighbor who buys in the budget depart- 
ment. Unfortunately both get the same 
Too 


personnel is insufficiently 


scant selling effort. often, retail 
grounded in 
shoe knowledge and also weak in com- 
municating with women through the me- 
dium of fashion. 

Nowadays, apparently, only those with 
foot problems hear the men at fitting 
stools talk cbout lasts, bottom finishing, 
shank construct‘on, etc. In former years, 
fashionable women were informed about 
a manufacturer’s special last and why 
they should stick to it, and were also 
given elementary information about up- 
per cutting, sole stitching, leather qual- 
liy, etc. 

This aspect is enzlogous to the clos- 
ing line of the play referred to. Shoe 


8 


salon salesmen and their superiors gen- 
have forgotten to tell customers 
beautiful top-grade 
really is and what it means in the long 
run, 

A rose is a rose is a rose, but the flor- 


erally 


how shoemaking 


ist who says his rose is a long-stemmed 
American Beauty, rich in fragrance, with 
40 petals, wins the customer's confidence 
and unquestionably future sales. 
HARRY TOVE 
TOVE ADVERTISING 
NEW YORK, N. Y, 
@ Mr. Tove heads an agency which has 
long been active in footwear advertising. 


Ed. 


Uni.ned but Not Unlimited 


Editor: 
The shoe trade is talking more than 


ever cbout unlined shoes. I agree the 


softness and pliability are good selling 





The RECORDER welcomes ‘etters 
industry for publi ation here. 
be signed as evidence of the writers « od 
faith. They should be ad ressed t the Ed ter, 
BOOT AND SHOE RECORDE .. Chestnut and 
S6th Sts.. Philadelphia .9, Pa. 


from the 
Letters must 





there 
feet 


buy 


but at the time 


with 


points, same are 


customers perspiring who 


should be advised not to unlined 
shoes 

Sick and hot feet will soon sweat out 
the 
fied customer 

We 
to be careful to get these unlined shoes 
feet, 


complaints which are a 


uppers, and the result is a dissatis 


therefore advise our salespeople 


on dry and by doing so we avoid 
headache to a 
retailer and the manufacturer. 

BERT PALMER, 


BOYN TON 'S 


MANACER 
FOOTWEAR 
PLATTSBURGH, N. Y 


The Public Expects Service 
Editor: 

The impact of self-service as viewed by 
1 shoe salesman in a retail store 

Having observed sel f-servic e store op- 
erations the past few years leads me to 
the conclusion that they will always re 
mcin a small segment of the shoe indus 
total Only a 


centage of falls 


trv’s volume. small 
the 


self-service class. 


per- 


public into the 


4 small group of merchants who are 
successful in this type of operation will 
This is the 


lways dorment 


part of 


remain 80 


the shoe industry and cannot 


| 

hope to expand further. The large super- 
market 
«mall-size 
7 he 


elf-service 


grocery stores replacing the 


neighborhood = grocer ves 
losing out to large 


When 
the 


small druggist 


operations—-yes. Ser- 
vice and fit 


changes. 


are involved, picture 


Advertising has taught the American 
public to expect service, courtesy, proper 
fit, deliveries, exchanges, advice, quality, 
up-to-date styles, and lots of other indi- 
vidual services which they look for and 
are willing to pay a little more to obtain 
These services are not the policy of self- 
service operations. 

Self-service fit helps to damage the 
nails, 
other ailments. bar- 
gains that the offer 
lead one to think you get only what you 


bunions, ingrown 
Those flash 


self-service stores 


human foot by 


pay for. A merchant must operate on a 
fair markup 

In certain 
create a market for the self-service op 
the 


creases, so will the 


areas low-income groups 


erator. As standard of living in 
self-service group de 
crease. 

New shopping centers open today with 
Where are the 
fill 


prescription shoes? Parents want fit to 


lots of retail shoe stores 


self-service operators? Can they 


day for young ones and are wiiling to 


pay for same. People with arch trouble 
need help and millions of old folks need 


| 


help and advice from a shoe man 


Purchasing clothing or shoes 
fit and Self-service are 
kidding themselves when they say folks 
and like to 


stores fit 


requires 


know how ops 
prefer to wait on themselves 


that these 


shoes 


1 
browse, and 


as well as the service stores and will ex 
pand into quality lines 

I think the self-service store is a boost 
t the When one 
sees all the lack of 


service and know how, it will be the best 


shoe service retailer 


shortcomings and 


advertisement for the legitimate opera 
tor 

Working for William Hahn & Co., in 
Washington, D. ¢ 
retailer, it gives me 


that 
you in the 


. a very successful ser- 


vice pleasure to re 
any oft 


traditional 


can hit 
W e in 


not 


port our salespeople 
manner 
tend to remain a “sell service store,” 
seli-service, 

In the future I expect the shoe label 
ing law to be passed—-which should just 


the self-service out 


orbit 


about 


put operators 
into another 
BERNARD I. NUMKIN 


SILVER SPRING, MD 


‘One of the Most Worthwhile’ 


Editor: 


Your publication is to be commended 
“Don't Murder Your (Aug. 15 


SHoe Recorper) is 


susiness” 


Boot AND one of 
the most worthwhile reports of this type 
| have ever read 

LEIROWITZ 


AND SQUARE 


MOSK 
M AND L FIR 
SHOE STORE 


YORK, PA. 
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The Faults of In-Stock Departments 
Editor: 


This is in reference to your editorial, 
“The Purpose of In-Stock,” in the Au- 
gust 15 Recorper. 

It is <lways a pleasure to see you 
folks kick into the open one of the many 
problems that face the industry. It is 
well proven that this is the manner to 
lick the problem. 

To express 


another and in 


I was 


opinion 
many ways to agree with yours, 
moved to write you. 
In-stock departments, their use, plan- 
management and depth 
are, in my opinion, the causation of the 
weakness found in the industry today. 
First, the manufacturer penal- 
izes the retailer for using stock by allow- 
ing lesser cash discounts on shoes pur- 
chesed from stock. Secondly, manufac- 
turers retailers to over-pur- 


méikeup shoes much too far in 


ning, adequacy, 


average 


mis-advise 
chase 
advance of seasonal needs to guarantee 
factory production 

The result is lack of open-to-buy, un- 
balanced stock and 


ances. The 


premature clear- 


average buyer, to cement 


his position and to place early business, 
season after earlier and earlier, 
sacrifices merchandise 
he should be sizing from stock depart- 
an additional 30 to 60 days of 


normal selling. 


season, 


at sale prices that 


ments for 


More 
Modern 


MORE 
TURNOVER 


With the fabulous C-5, 


This type of merchandising is being 
encouraged by the average manufacturer 
by premature selling of seasonal lines, 


premature shoe shows, inadequate stock 
departments, early clearance and under- 
capitalized stock departments. 

For some reason, menufacturers also 
fail to work with the independents, and 
to find out 
. You might 


say they are too easily led by idea peo- 


in some cases with anyone, 


the pulse of the shoe market 


ple who have no idea what the business 
is about. Fashion magazines, etc., are 
like horse They fall 


class of experts when they win, 


players. into the 
but are 
never mentioned or criticized when they 
lose. 

point, I think 
stocks of the 


thousand” 


To illustrate my 
will find the shoe country 
loaded with “40 different 
shades of brown and all of the colors in 
the world, yet black 
calf walking shoes, cash to 


you 


no sizes in basic 
nor is there 
buy. Retailers can buy in advance on 
a makeup basis, and can be educated to 
size their stocks daily or weekly so that 
will profit, and they will 
sell and buy more shoes and the industry 


will benefit. 


they in turn 


As you say, it is a two-way street that 
takes cooperation and education on both 
sides. Let's hope some day we will see it. 

ROBERT J. 


E. J. 


FANNING 
FANNING SHOES 


OAK PARK, ILL. 


with 


the only scientifically 


designed and tested Arch Top Cookie Combina- 


tion on the market today. 


> 
Sy for all 


% SMOOTH 


Clean, polish, preserve shoes, 

Sy handbags, Belts, all colors— 
ideal for Pearl Lustre, Calf, 

_ Kid, Kangaroo, Reptile, even 

“> Patent Leathers — Tubes, 

~y Bottles, Squeeze Bottles. & 


|, a a a a A 


CAVALIER CO., BALTO. 30, MD. 
West Coast - Oakland 20, Calif. 


Confused ? 


get... 


See Your Local Jobber About The Complete 


Line of Modern Merchandise, 


the fastest 


moving Orthopedic Line in the Country 


or write 


ODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 


September 15, 1960 


Leathers 
by Irving: 


Irving Tanning Company 


134-140 Beach Street, Boston ll, Massachusetts 





“YOU KNOW, 
DEAR—SHE USED 
TO BE SO HARD 

TO FIT!” 


Back home again—and this shopping trip was different—thanks to Pro-tek-tiv, 
the finest fitting shoes ever made for children. Hard-to-fit are familiar words 
to most any Pro-tek-tiv dealer . . . for he carries the line that’s made for 
hard-to-fit feet. Part of the reason is in the Pro-tek-tiv /asts. Other children’s 
shoes are made over lasts which change only once in each size range. 

In many cases, only the size of the last is.\varied, instead of the entire contour. 
Pro-tek-tiv lasts are changed completely, twice, in each size range. 


Patterns are graded for each individual size and for every width to fit each 
development stage of a child’s foot. 


Extra built-in features like the Pro-tek-tiv wedge are important to parents. 
They also give you logical and convincing selling points that quickly convert 
shoppers into cash customers. But only Pro-tek-tiv has a// of them. 


For full information about the Pro-tek-tiv line, write today. veMBe, 


% £ 
Cent ® 


Pro-tek: tiv’ 


CURTIS « STEPHENS «¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. « « SALES FOR DEALERS 


ONLY 
Pro-tek-tiv’ 


HAS THEM ALL! 


nt 
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BUILT-IN HEEL WEDGE 
to heip keep ankles from 
turning in 





EXTRA HEEL FITTING AID 
to heip hold the heel in 
normal position 





Ay 


- 


7 any 


la, 
LOWER OUTSIDE QUARTERS 

mo gep at the sides—no 
slip at the hee 


hd 





RIGHT AND LEFT HEELS 
help give added support to 
inner side of foot 





» 
ad Pe A. 
DIFFERENT ARCH.HEEL HEIGHTS 


changed twice in each size 
range 





BREAK.1N DIMPLES 
provide natural rest for 
the foot 











- / 
FREQUENT LAST CHANGES 


twice in each size range. 
Other brands change only once. 
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Purple Makes News 


In Milwaukee Stores 


MILWAUKEE—Shoemen claim 
good business. Shopping center 
and downtown back-to-school and 
regular fall promotions drew sur- 
prisingly heavy traffic. 

Big news in women’s shoe salons 
is color. One downtown buyer re- 
ports, “Our customers want purple 
like they’ve never seen it before.” 


Black Remains Tops—-For fash- 
ion wear, the color in top demand 
is still black, however. Next are 
deep browns and yellow, golden 
brown. Shoes in taupe with black 
trim are also accounting ‘or good 
sales. Greens, also heavily de- 
manded, run slightly ahead of 
purple. 

Luster calf with overlay trims 
in assorted muted shades are very 
popular. 

The spectator look is emerging 
as a volume style for fall. Women 
are showing keen interest in black 
leather numbers with wingtips. 

Subtler, more ladylike vamp 
treatments are very important. In- 
terest in bows has declined. 


Heels Go Up—Heels continue to 
climb. Dress shoes are going to 
25/8 in some salon lines. 

Retailers report peak demand 
for women’s and teenagers’ casu- 
als. One store reports a sellout 
two months in a row on bronze 
handstitched leather classic loafers. 

Dealers are successfully promot- 
ing boots. Most interest is being 
displayed in lower, lightweights. 
Ankle-high boots are meeting the 
best reception. 

Men’s slipons continue strong, 
with emphasis on vintage browns 
in grain leather. Plain toes up to 
$15 are consistent sellers. Dark 
brown dress shoes with patina fin- 
ish and sole edge, lacing and pip- 
ing in black were one 
chain’s reorder list. 


on local 


® Hoxsie Shoe Store, Warwick. 
R. L., has been taken over by Dul- 
garian Brothers, according to Ear! 
Dulgarian. They also operate Dul- 
garian’s Shoe Store and Adam Shoe 
Company, a wholesale business, 
both of Providence, R. I. 


September 15, 1960 


Dealers Term Combinations ‘Hot’ 


MINNEAPOLIS-ST. PAUL—Hot- 
test sellers here are calf styles com- 
bining brown and black. They’re 
selling with closed toes and either 
medium or high heels. One Minne- 
apolis specialty store reports sell- 
ing both double and triple-needle 
toes very well and a St. Paul re- 
tailer said he’s moving triple and 
quadruple-needle styles. 


Browns Step Up — A variety of 
browns are moving to the front. 
Maurice L. Rothschild-Young Quin- 
lan, Minneapolis, claims stocking 
“about 40” brown shades. Dayton’s, 
Minneapolis department store, pro- 
moted brown as an “important fall 
shoe shading” in a full-page colored 
Minneapolis Sunday Tribune adver- 
tisement. 

Twin City buyers call black 
suedes a big high-fashion number 
in high and illusion heels. One 
store reports demand increasing for 
squash heels, too. Demand for light- 
weight unlined calfskins with high, 
thin heels is assuming trend pro- 
portions. 

Shoppers are giving the nod to 
reptiles, genuine alligator and liz- 
ards, with high and medium heels 
at Field-Schlick’s, leading St. Paul 
specialty store. Interest 
in brown. 


is mostly 


Little Color Interest—Little in- 
terest is being shown for navy or 


colored fall shoes. One St. Paul 
store reports selling a few medium 
greens. A Minneapolis retailer re- 
ports calls for teal blue, greens and 
grays and claims interest in antique 
shades is perking up. High-fashion 
color for campusbound is purple. 

Nylon velvet tennis shoes prac- 
tically walked out of the stores. Col- 
ors, in order of preference, are 
green, beige, black and red. A St 
Paul retaWer reordered these but 
doesn’t expect shipment until Oc- 
tober 1. 

There was high school and col- 
lege back-to-school interest in 
wedge casuals, various types of 
flats, two-eyelet ties and water-re- 
pellent pigskin flats in both tie and 
stepin styles. 


Really Big—Nylon velvet oxfords 
are called “biggest thing” in girls’ 
shoes and the Italian (or continen- 
tal) look is big in boys’ shoes. The 
latter is selling in both two-eyelet 
tie and slipon styles. 

In men’s shoes, black is said to 
be selling better than brown with 
interest in the new black olive 
shade. One specialty store said that 
slipons, both sports and dressy 
types, are selling well. A men’s 
store reported that interest is cen- 
tered in heavy brogues, slipons and 
cordovans. The back-to-school trade 
was buying white tennis shoes and 
desert boots in green. 


California Teenagers Get Promotion Spotlight 


SAN 
got the spotlight here during the 
past six weeks. 


FRANCISCO 


Teenagers 


The White House has a high 
school board made up of students 
from 15 high schools recommend- 
ing and advising students about 
school and campus wear. 

Before the school openings, fash- 
ion displays and advisory sessions 
were held. Students were invited 
to come. 

Other leading stores had similar 
student consultant boards. 

The shoes being recommended 
included slim, tapered, adult-style 
patterns with decorative flairs, 
such as big buttons, special ties or 


straps, novelty metal eyelets in col- 
ors, crosspatch strips, etc. 

Girls’ oxfords have tapered toes 
and snug-fitting heels and come in 
reverse pigskin and glove-soft kid. 
Some are treated with stain-resis- 
tant processes that prevent spilled 
and splashed liquids from sinking 
into the leather. 

There are many showings of 
saddles in white or smoke, or in 
combinations of brown or blue and 
white or white and tan. 

For the younger group, the good- 
looks and style features have been 
added to the practical, sturdy, 
long-wearing qualities to give the 
youngsters the “grownup” feeling. 
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Stores Push Low-Heel Styles 


BOSTON—tThe fall season opened 
here on an optimistic note, with 
several stores reporting a better 
than expected demand. 

Biggest volume, of course, has 
been in back-to-school and back-to- 
college shoes although the sale of 
women’s shoes has been fairly 
steady. Labor Day found several 
stores with figures ranging from 
.bout the same as last year to 
slightly better. Already reorders 
have been placed for some styles 
carried in stock by manufacturers. 


Promote Low Heels — Low-heel 
styles have been heavily promoted 
by practically all stores. Joseph 
Antell in his high-style Miss Antell 
shop offered several including moc- 
casin-toe loafers in black or brown, 
conventional ties brown calf and 
stitched ties in black or brown calf 
with beige mudguards. Another 
high-style store, the Guild House, 
featured four graceful shipon types. 
were black, benedictine, 
green, red, gray and navy—most of 
them in smooth leather although a 
few were in suede. 


Colors 


Nor did retailers carrying middle- 
of-the-road styles overlook the ex- 
pected call for low heels. The Sol- 
Co. promoted open-toe 
pumps carrying bow ornaments in 
black calf or black suede and ties in 
black, cedar, nutmeg, red or blue 
smooth calf and also in black suede. 
This store’s flats came in two-eyelet 
ties in black loafers in 

benedictine 


by Bayes 


e suede and 

black, red. Low 
wedgies were offered in black, gray 
or camel shag and also in tan or 
white calf. 


or 


Plenty of Space — Conrad & 
Chandler took large newspaper 
space to advertise a four-eyelet tie 
with rubber sole in ranch 
tan or wh'te and low wedgie slip- 


ribbed 


ons in the same tan as well as in 
red or black. Their walking types 
included three pumps with stacked 
The one carrying the lowest 
came in black, red or light 
calf. A medium-hee! style 
black suede with a silver-col- 
buckle with 


heels. 
heel 

brown 
was 
suede 


ored or brown 
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gold-colored buckle. A_ high-heel 
pump came in calf in black, pine- 
dust or green. 

The Jordan Marsh Co. promoted 
two flats of pigskin leather, one a 
slipon type in gold, black, gray or 
loden green; the other a modified 
oxford type in black, loden green, 
sand or tobacco. 

The same store offered five chil- 
dren's for back-to-school 
wear. For both boys and girls there 
moccasin-toe blucher in 
brown or red. For boys only there 
the conventional scuff-tipped 
oxford in brown, while for girls the 
store promoted a wishbone strap in 
red and a one-strap pattern in red 
or navy. Fifth was a patch saddle 
oxford which came in black and 
white leather or in black nylon vel- 
vet. Patch saddles and the conven- 
tional saddle style were to be had 
at the Edwin Case store in black 
and white or in taupe or green. 


styles 
was a 


was 


Black Patent, Calf, Suede 
Lead Atlanta Shoe Sales 


ATLANTA — Best indications of 
a trend in women’s lines here is the 
amount of interest being shown in 
pumps of black patent and 
calf. Suedes are next in line. 

More points than ever before are 
moving—even in flats. 
port the sales of double needles as 
best, but say a modest amount of 
triples are moving. 

Women are. sstill 
walking pairs and here more variety 
in colors is spotted. Gray-red com- 
binations are moving along with 
some greens and reds. The 
scooped wedge in calf or suede is 
included in this group and the 
stacked heel, which came on strong 
in the last several months, continues 
good. 

Men’s lines have shown some stim- 
ulation the last few weeks, but men 
are turning up their noses at the 
points. The men still want to stick 
with the conservative models. One 
exception, some spots report, is the 
interest in the loden green leather. 
Black on brown is doing moderately 
well too, especially in loafers. 


black 


Sources 


re- 


interested in 


solid 


Black Sets Color Pace 
In Denver Shoe Shops 


DENVER—Black, in nylon 
vet for girls and in new hook-seam 
loafers for boys, was outselling any 
other back-to-school shoes in Den- 
ver into mid-September. Men’s, 
women’s and children’s shoe sales 
showed an upturn in late August 
and early September, running over 
sales figures for last fall. 

While black nylon velvet or black 
with black and gray leather 
patches were the favorite with 
most girls (in the $4.99-$10.45 
price range), several retailers said 
they were not overlooking the im- 
portance of the plain saddle shoe 
in black or brown and white 


vel- 


Reordered Washable Suedes 
One store manager said he already 
reordered washable maver- 
ick oxfords with a detachable flap 
($7.98-$8.50), all in antique 
tones, styled for girls and growing 
girls. Another company reported 
reorders on patch saddles in white 
calf with black and gray patches 
for both children and teens and 
also black nylon velvet with black 
calf and patent patches, all selling 
for $5.99-$6.95. 

While black was still leading in 
boys’ shoe styles in the new low- 
seam loafers ($7.99-$13.95), in 
$8.95 pigskin Hush Puppies and in 
three, four and five-eyelet ties, ripe 


suede 


gold 


olive was showing increased impor- 
tance in shoes for young men and 
men through the 40's. One 
reported success with a promotion 
of ripe olive and grape dress wing- 


store 


tips, two-eyelet moccasin-toe shoes 
and loafers. 


Black Brown 
leading black in 
men’s shops and there is increased 
the 

higher, 


Brown was 


reported 


vs. 
several 
shown in new 
slightly 
in three-eyelet 


interest being 
narrow and 
narrowed hee] 


five-eyelet ties and in grain leather, 


toe 
and 


high-tongue moccasin loafers. 
Narrow continental styles, in- 
cluding some gored patterns, were 
selling well in the 
men’s shoe shops. 
tack-to-college trade and younger 
women buying pumps 
and boots in 
shop reported activity in 
brushed pigskin stitched 
boots treated for water repellency. 


higher-price 


also 
washable 
big 
low-cut 


were 


suede. One 
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Chicago Retailers Say 
Brown Sales Increase 


CHICAGO—Browns continue to 
gain here. A large State Street 
store shoe merchandise man de- 
scribes the trend as “getting fabu- 


lous.’ 

Fields’ notes good demand for 
some lighter shades, like sand and 
camel, in women’s shoes. 

The Fair plans fall and winter 
promotions in women’s browns af- 
ter initial success with honey 
and chocolate tones. 


an 


Combinations Get Popular—cCalf 
pumps with brown on black treat- 
the reverse, are getting 
One 


ments, or 
popular. 
category to eight 


increased this 
different styles. 


store 


Younger women prefer 28 8 heels 
for fashion, but there is a 
able trend toward the 20/8 stacked 
leather heel. 

Flats with 8/8 heels both 
pointed and squared toes are the 
favorite for women; but 
the good tailoring, 
such as that found in the handsewn 
vamp. The favorite price for flats 
is about $10.95 


notice- 


and 


casuals 


accent is on 


Casual Interest—-Men 
ping up interest in casuals or semi- 


are step- 
casuals for dress wear. Canvas low- 


cut oxfords show indications of 


growing into a year-around busi- 
Lyttons is getting a good re- 


oxfords, even in 


ness. 
sponse in these 
grades selling from $4.95 to $8.95. 
The 
tial 
leather casual in 
ing for $11.95. 


In men’s dress shoes, the Italian 


is also getting substan- 
for a soft 
olive green 


store 
demands brushed 


sell- 


pointed-toe design is still the vol- 
ume seller, but there are more calls 
for handsewing around the vamp. 
browns increasing 


Darker are 


among men, but at a slower pace 
than among Preferred 
styles are three-eyelet ties for the 
$15 sellers to five and six-eyelet 
ties for the $25-$30 class. A plain- 
toe shell cordovan selling at $21.95 


favorite in among 


women. 


is a one store 


men. 
Evans & Schwartz Shoe Co., 
which operates in the Columbus, 
O., area, has added its fifth retail 
unit. It’s in the Great Eastern 
Shopping Center at Columbus. 
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Nylon Velvet Is ‘Best Seller’ Style 


ST. LOUIS—Downtown and sub- 
urban units equal or better last 
year’s figures every selling day, but 
retailers consider the pace 
only fairly brisk. 

Owner of an outlying family 
store summed up the situation when 
he said, “We were led to expect too 
much. There was too much ballyhoo 
from all sides about how sizzling 
‘60 was going to be. Now that sales 


sales 


are not shaping up that way, we’re 
all disappointed.” 

At present, children’s fitting 
chairs full, teen departments 
are beehives, men’s stores are get- 
ting good campus 
men are not buying, women’s cas- 


are 


business, older 
uals are moving well and women’s 
dress business is only moderately 
active. 


Best Sellers- 
for grade school girls are 
red nylon velvet 
oxfords with black foam crepe sole; 
garnet moccasin- 
toe one-straps with sturdy compo- 
sition and camel, black and 
green lightweight tie patterns with 
prominent metal eyelets. 
school buying 
heartwing brogues of deep brown 


Best selling styles 
black, 
saddle 


gray and 


brown, plum or 


sole 


Grade boys are 
over black; moccasin-toe loafers of 
black smooth over brown; plain-toe 
blucher oxfords of grained cordo- 
van over black and dirty bucks with 
red rubber soles. 

Teen boys are choosing antiqued 
black or handsewn loafers 
with a dropped moccasin seam; wa- 


brown 


ter-repellent, brushed leather chuk- 
kas in natural tan, gray and, to an 
increasing degree, in loden green; 
lightly grained, black four-eyelet 
oxfords of middle weight with 
stitch-and-turn moccasin vamp and 
high white basketball shoes. 


Other Favorites—Other patterns 
favored by teen girls include 
brushed nylon tennis shoes, pigskin 
ties with large pearl or metal eye- 
lets, untrimmed low-cut black 
smooth skimmers with pointed toe 
and antiqued brown loafers of 
grained leather with a_ blanket- 
stitched moccasin toe. 

Colorwise, both loden and gray 
are popular with local teens for 
sport pairs. Camel tans are holding 
their own. Black stays at the top. 

Dealers’ extra pair sales are com- 
ing also from football spikes; from 
regulation gym shoes where schools 
them; white nurses’ ox- 
fords and slipons; matron’s block- 
heel cushioned walkers, black pre- 

foldable plastic rain- 

campus-bound, elasti- 
lounging slippers, with 
metallic-flecked fabric pairs fa- 
vored. September weddings are 
selling good volume of dyeable sa- 
tin slippers with pointed toes and 
23/8 heels, especially at middle- 
price chains. 

Next promotions 
suede dressmaker pumps; olive 
green women’s pigskin casuals; 
blackened green men’s four-eyelet 
ties and slipons. 


require 


dominent; 
boots and 


cized-top 


ahead: black 


New York Men Buy More Higher Price Styles 


NEW YORK 
business picked up these past few 


CITY—Men’'s shoe 
the 


received a 


Acceleration started 
third week of August, 
bit of a setback during the closing 
days of the month because of the 
heat and humidity and then started 
up again after Labor Day. 

Higher price quality shoes are 
outselling moderate price 
Slipons are moving very well and 
black continues to sell in a 60 to 40 


weeks. 


ones. 


per cent proportion over brown. 
One high quality 
said, “Slipons are very good. 


retailer 
We 


shoe 


have also been doing a good job 
with a heavier weight, double sole 
This is probably due to the 
British influence which seems to be 
getting stronger in men’s apparel. 
It is not the old bulky look, but 
rather the slimmer, trimmer shoe.” 

In women’s shoe shops there 
have been a surprising number of 
calls for shoes in the plum shades 

an indication, this early in the 
season, that the predictions about 
good consumer reaction to purple, 
plum shades will be 


shoe. 


grape and 
borne out, 
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Departments Undergo a Re 


* 


Remodeled salon on the third-floor of Hutzler's of Baltimore is circular in shape. 


BALTIMORE — A “shops-within- 
the-shop” effect is a feature of the 
restyled shoe salon in the downtown 
store of Hutzler Brothers Co., a lead- 
ing department store. The effect is 
achieved by sheer ceiling-to-floor cur- 
tains and strategically-placed fix- 
tures which partition off areas for 
exclusive display of each shoe cate- 
gory. 

Promotion began at the end of 
August with a “Show of Shoes.” On 
hand to greet customers were Ber- 
tram Geller of Andrew Geller, Don 
Gustin of Patinos, and Dan Berk of 
Gamins. Others were slated to ap- 
pear later in September. 

Adjacent to elevator approaches to 
the third-floor shoe shop is a planter 
with a glass and metal ladder display 
of fall shoes and handbags. Three 
illuminated glass showcases, set into 
the elevator wall, exhibit other ac- 
cessories. 

The main salon is circular. Ad- 
joining it are a budget shop, a casual 
shop with a special slipper display, 
and a “Young World” shop for 
youngsters and teenagers. Tiny tots 
are regaled by a maypole complete 
with colored ribbons and nursery 
animals. 

Dominating the main salon is a 


large mural depicting the evolution 
of shoes from ancient to modern 
times. Carpeting is beige. Arm- 
chairs, with matching footstools, are 
upholstered in blue fabric and in gold 
nylon damask. 

Maurice Bernstein is buyer 


Seattle ‘Ripple Week’ Set 


SEATTLE—Some 25 shoe and de- 
partment stores are expected to join 
forces in a Ripple Sole Shoe Week 
promotion here starting Oct. 16. El- 
mer Nordstrom of Nordstrom's, 
Inc., is chairman of the committee 
arranging the event. Ripple Sole 
inventor Nathan Hack aided in 
working out the details when he 
visited Seattle recently on his way 
to Alaska. 

Ripple Soles were in the news 
in Seattle last month when the 
city’s Department of Parks removed 
a ban against wearing of the soles 
on public golf links. 


® Paul’s Shoes, Inc., has started 
construction of a 15,000-sq.-ft. gen- 
eral office building and service cen- 
ter in the Brook Hollow Industrial 
District of Dallas. The new facility 
will service 18 stores in Texas and 
Tennessee, a spokesman said. 


styling at Hutzler’s of Baltimore 


Related shoe shops adjoin this one 


British Shoe Week to Push 
Domestic-Made Products 


LONDON—The Footwear Manu 
facturers’ Federation of England 
has planned a British Shoe Week to 
coincide with the spring shoe trade 
exhibition at the Mount Roya! 
Hotel, London, Oct. 3-7. 

The aim? To focus the public's 
attention on British-produced foot- 
wear. Manufacturers claim the 
British products are better in qua)- 
ity and compare favorably in style 
with continental footwear 

The federation will attempt to 
get retailers to give British shoes 
front spot in displays and advertis 
ing. 

The be invited to a 
shoe fashion parade at London 
derry House during the week. 


public will 


Fitting Courses Considered 

LONDON—tThe Society of Shoe 
Fitters here is studying the possi- 
bilities of starting local shoe fitting 
courses throughout England, with a 
system of examinations. The coun- 
cil of the society has also agreed on 
an official emblem which includes a 
fitting stool, a fitting gage and a 
foot in the design. 
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OUR PRICES 
PRODUCE 


FAST SALES 


Vermont Merchants Offer 


$25 if You Can’t Find Pair 


BURLINGTON, VT.—“Have you 
ever seen 120,000 shoes?” 

A full-page ad in the Burlington 
Free Press posed that question, add- 
ing, “There are more than that in 
downtown Burlington.” 

Downtown merchants offered a 
$25 reward to “anyone who can’t get 
a pair of shoes in men’s sizes 6 to 
13 or women’s sizes 5 to 11 in the 
color, style and material desired in 
downtown Burlington.” 

Readers were advised: “Simply 
report any difficulty to Free Press 
Box No. 47 and downtown delivers 
or you collect.” 


® The Hartwell-Brady Co. in 
Bridgeport, Conn., one of New Eng- 
land’s oldest men’s stores, will add 
a men’s shoe department as part 
of an expansion program. The firm 
is enlarging its floor space by tak- 
ing over an adjacent store. Both 
shops are to be redecorated and 
given a new facade. 


WOMEN’S & 
% CHILDREN’S 
: SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





Promote Accessories Better, 1.S. Advises 


FEWER than half of the na- 
tion’s shoe retailers sell any other 
accessories than the _ traditional 
polishes and laces. 

This is the finding of Indepen- 
dent Shoemen, which surveyed shoe 
stores to see whether the average 
retailer is taking advantage of 
sales opportunities in accessory 
merchandising. Few merchants in- 
deed are merchandising accessories 
effectively, LS. concluded. 


Other Outlets Gain — According 
to the association’s findings, acces- 
sories account for as much as 20 
per cent of total volume in some alert 
stores. Elsewhere, the failure to 
promote such items has contrib- 
uted to a shift in consumer shop- 
ping habits. Once the shopper 
looked to the shoe store or shoe re- 
pair shop as the place to buy pol- 
ishes, cleaners, laces, brushes and 
shoe trees. Now he buys most of 
these things in supermarkets, drug 
chains or discount department 
stores. 








“PERSUEDE” 


NEW MONEY MAKER 
DRY CLEANER FOR SUEDE 
LEATHER SHOES AND APPAREL 


Comments Frank Underhill, IS. 
executive director: “Millions of 
dollars which formerly were spent 
in shoe stores are now going to 
other types of outlets.” 

Often it’s the relatively small 
price tag on these items that dis- 
courages the shoe clerk from de- 
voting more time or effort to sell- 
ing them. But Mr. Underhill says 
there are also many higher-priced 
items that are well worth atten- 
tion in terms of commission. Even 
more important, he claims, is the 
fact that proper merchandising of 
accessories can lead to the sale of 
an “extra” pair of shoes. 


Booklet Issued — Independent 
Shoemen takes up this topic in the 
latest issue of its “Operational 
Know-How” series for retailers. 

‘‘Accessories serve as traffic 
builders in their own right,” the 
booklet says. “A well displayed, 
well stocked accessory department 
can attract new shoe customers. It 
can help prevent loss of customers.” 





Amating new product cleans and re- 
stores the nop and color of al! suede 
leather. Simply rub it on... and the 
job is done with Persuede. 


This product hes won the immediate 
respect of virtually all finders in the 
U. S. market. Available in 12 feshion- 
able colors. 


M. W. YEARSLEY CORP. 


Sole U.S. importer, P.O. Box 1493, Milwaukee 1, Wis. 
SOUTHEAST DISTRIBUTOR 
JAKE HM. WILENSKY LEATHER Co. 
80 Central Ave. & W., Atlanta |, Ga. 
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Bonwit Showing Depicts High Fashion for Fall 


NEW YORK—High-fashion offer- 
ings from women’s manufacturers 
were highlighted at a press showing 
of fall shoes in Bonwit Teller’s 
second-floor shoe department. 

Toe characters and heel heights 
and types were featured in relation 
to shoes for the occasion. Roger 
Vivier, for example, has created for 
Christian Dior shoes the square- 
toed, flattened-on-top and flat-to-the- 
ground Versailles last, on 19/8 heel, 
often stacked leather, perfectly pro- 
portioned for the tweed suit shoe. 

Dior’s second new last, the Elipse, 
has a subtly rounded toe and a 21/8 
heel; it is detailed for afternoon 
wools and suits. The Rocket Hi last 
is a double needle, on a 2442/8 spike 
heel. 


Long-Legged Look—The Herbert 
Levine collection emphasized the 
long-legged look, with triple needle 
toes, towering heels and low-cut 
sides for both daytime and evening. 

The Julianelli group highlighted 
pretty shoes on high, slim heels and 
pointed toes, in late day sandals, 
with the quarters and backs opened 
in unusual strapping treatments. 


Palter De Liso was represented 
by an opened-up daytime style in a 
calf and lizard suit shoe, with 
tapered toe and an 18/8 stacked- 
leather-effect heel. This manufac- 
turer featured pigskin in a mid- 
heel spectator and a high-heel pump 
with self-covered built-in buckle. 


‘Custom-Made’ Appearance — 
D’Antonio’s “the Classique” was a 
perfectly plain pump, designed with 
straight side lines, oval at the throat 
to accentuate the elongated vamp. 
The toe was tapered to a gentle 
point, the heel slender, 20/8 in 
height. The shoe had a custom-made 
look and construction. 

A group of English suit shoes— 
“English Peers”—was introduced at 
the showing. These are made in 
England exclusively for Bonwit, have 
extended flattened elliptical 
toes—rounded but with squared sole 
tips—on the 14/8 heel height. (The 
sole tip is rounded on the slightly 
dressier 18/8 heel pumps.) All the 
shoes are made of the finest English 
leathers, some tailored and some 
smooth, and all are in antiqued quiet 
colors. 


soles, 


e Trade Literature 


Drawings Illustrate Styles 
In Stacy-Adams’ Catalog 

AN UNUSUALLY practical 
well as artistic in-stock catalog has 
been published by the Stacy-Adams 
Co. of Brockton, Mass., makers of 
men’s high-grade shoes. 

Departing from the of 
using conventional retouched shoe 
photographs, the 1960-61 styles pic- 
tured were reproduced by the offset 
printing process from careful draw- 
ings. This treatment, because of its 
speed, lends itself to fast revision 


as 


custom 


and also reflects the style and qua!l- 
ity of the product. 

Shoe drawings are reproduced in 
black and white and the absence of 
color is compensated for by a color 
guide appearing in the catalog 

The 24-page booklet also contains 
of the 
contours of all lasts pictured 
the 15 
new this season. 

All told, 71 offered 

Effective use is of color 
tint blocks against which the black 


innersole 
of 


are 


accurate outlines 


lasts presented, four 


styles are 


made 


and white drawings stand out 
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YOU CAN DEPEND ON V4, ™ 
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ROLLER SKATES 


Retail from 


$1495 


a 
. 4 


FOOTBALL MAJORETTE BOOT 


Retail from Retail from 


$995 $695 


BOWLING SHOES 


Retail from 


$495 





Fall line. 
GOTHAM SHOE MFG. CO., Inc. 


4 


Send for catalog showing our new 


ATHLETIC FOOTWEAR 


ICE SKATES 
Retail from 


$495 


MIDGIES 


Retail from 


$495 





Binghamton, N.Y. 


Your Customers 
Buy Good Shoes 


MELTONIAN 


SALOMON & PHILLIPS 


New York 16, N. Y 
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e Retail Openings 


Atlanta Gets Four More 
Self-Service Operations 

SELF-SERVICE shoe selling in 
the Atlanta area has taken a sudden 
spurt with the announcement of 
three new stores by the Hill Bros. 
chain and the opening of a third by 
Shoe Town. 

Until about a year ago, Atlanta 
had only two self-service shoe 
stores, both operated by Shoe Town, 
a local organization. Then Pic-and- 
Pay, out of Charlotte, N. C., opened 
a store on the Buford Highway, and 
an independent went into business 
in Buckhead. 

Hill Bros.’ entrance into the field 
came with the opening of stores at 
3885 Peachtree Rd. in the Cherokee 
Plaza shopping center, and at 527 
Moreland Ave., S.E. 

Shoe Town's new unit is at 571 
Ponce De Leon Ave., N.E., near the 
main store of Sears, Roebuck. Along 
with footwear, this new store will 
carry wearing apparel. 

s * * 

Edison Brothers Stores, Inc., has 
opened a Leed's store and a Chand- 
ler’s in the Lloyd Shopping Center, 
Portland, Ore., as part of a 44-unit 
expansion program for fall. The 
center is reportedly the largest 
shopping center in the world. The 
Chandler's salon, under the man- 
agement of Henry Shapiro, has a 
facade 50 ft. wide and a depth of 
130 ft. The Leed's unit, managed 
by Bill Wood, is 30 ft. wide and 170 
ft. deep. Both stores’ architecture 
is suburban, with outside masonry 
carried into the and large 
show windows permitting a com- 
plete view of the inside. 


stores 


W ater-proofs, Softens 
and Preserves Leather 


SNOW-PROOF was originally developed fifty 
yeors ago for snow-pr ng hunters’ ond trap- 
pers’ boots—now used everywhere for woter- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew 
Odorless, colorless, not sticky; takes a shine 
Make extra ts woterproofing shoes and 
also selling Snow-Proof to customers. § Ib., 
| tb. and 3% of. cans. Write for descriptive 
folder and free sample can on your business 
letterhead 


Dept. 22, THE SNOW-PROOF CO. 


LIVONIA, WN. Y. 





Supermarket Layout Spurs Self-Service Shopping 
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There are three other wide aisles like this one in the new Colby Shoe-Per Market at Marion, 
O., a self-service unit. The store is one of four opened in the Midwest in late August 


by Fulton Industries of Columbus, O., 
store, a converted auto showroom, a 50-ft. x 
men's shoes from $4.68 to $8.88, and women's, 

Edison Brothers Stores also 
opened six stores in a single week- 
end, raising its total to 382. New 
Baker's units are in the Eastgate 
Shopping Center, Wichita, Kan.; 
the Duck Creek Plaza in the Daven- 
port, Ia., area, and the Taylor Town 
Shopping Center, Taylor, Mich. A 
new Leed's store is in the College 
Grove Center, San Diego, Calif. At 
Cleveland, Edison Brothers opened 
a new Chandler’s in the Parmatown 
Shopping Center and a second store 
bearing the name Cole’s. Equiva- 
lent to a Baker's store, the Cole’s 
was named Cleveland 
has a Baker’s Department Store. 

. * . 


so because 


Peggy Lord Custom Shoes, spe- 
cializing in for infants to 
subteens, including prescription fit- 


shoes 








The Foplif 





increasing its total number to six. Outside the Marion 


8 ft. sign proclaims “Discount Shoes," offers 
teenagers’ and children's at two pairs for $5. 
ting, has been opened by Mrs. 
Elmer Lord, a former department 
store shoe buyer, in downtown Fort 
Wayne, Ind. 

7 * = 

Geuting’s, a well-known Philadel- 
phia area chain, has expanded to 
seven stores by adding a unit in At- 
lantic City, N. J. The _ resort’s 
mayor, Joseph Altman, officiated at 
a ribbon-cutting along with David 
S. Miller, president of the chain, 
and Charles Gold, store manager. 
Like Geuting’s other stores this one 
is a family-type operation. The site 
was modernized and refurbished. 

e o * 

Dey’s Department Store, 
cuse, N. Y., has added a new men’s 
and boys’ shoe department in its 
basement. 


Syra- 


with Jop Life / 
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e About Shoe People 


ANNIVERSARY SPEAKER: The 
board chairman of Genesco, Inc., 
W. Maxey Jarman, has been picked 
the principal speaker at the 
opening-day luncheon of the Na- 
tional Retail Merchants Assn.’s 
50th anniversary celebration. The 
luncheon will be held Jan. 8 in New 
York’s Statler- Hilton Hotel. The 
NRMA, which represents over 11,- 
500 department, specialty and chain 
stores with total annual sales ex- 
ceeding $19 billion, plans a five-day 
observance. 


S&S 


as 


BUILD 


STORE MANAGERS: Stanley Z. 
Biernacik, associated with Kenmore 
Boot Shops for four years, has been 
appointed manager of the Ham- 
burg, N. Y., branch .. . Harold Hol- 
land will manage the new Bartell 
Shoe Store in Lowville, N. Y., a 
branch of a Utica, N. Y., retail op- 
eration .. . Philip Sklar, formerly 
manager of The Big Shoe Store in 
Green Bay, Wis., has been promoted 
to manager of Schiff’s Shoes in St. 
Paul. Taking over his old post is 
L. Kingsbury, formerly of The Big 
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EPHRATA 
SHOE COMPANY 











EPHRATA, PENNSYLVANIA 
New York City, Marbridge Building, Room 635 


Shoe Store in Marinette, Wis. The 
Schiff’s and Big Shoe Store chains 
are both operated by Shoe Corp. of 
America. 

. . . 

MORE APPOINTMENTS: Frank- 
lin H. Clark, manager of the Crest 
Bootery, Creston, Ia., for three 
has become a manager 
the Delmar Shoe Co., which oper- 
ates a department in Newman's Le 
partment Store in Cedar Rapids, la 
Bill Mohr succeeds him in Creston 
... John M. Liles serves as manager 
of the new Suburban Plaza unit of 
the J & J Shoe Stores, Atlanta 
Edmon Paul, associated with the 
sowman Shoe Co. in Muscatine, la., 
since 1955, has moved up to man 
ager Leonard Cohen, on the 
staff of Potter Shoe Co., Cincinnati 
since 1957, will manage the con 
pany’s Tri-County Shopping Center 
store, opening late this month 


years, for 


OFF TO EUROPE: Harold O. 
Toor, president of H. O. Toor Shoe 
Corp., New York, left for the Conti 
nent recently, accompanied by Mrs 
Toor. On his itinerary were visits 
to shoe factories in Italy, France 
and England and stops at the Pari 
and Vigevano fairs Europe 
bound on Sept. 4 was Robert Calta- 
biano of Sterling Last Corp., Long 
Island City, N. Y. He planned to 
spend two weeks visiting agents 
and contacts and, like Mr. Toor, t« 
visit the Paris and Vigevano show- 
ings 

+ * . 

A RETAILER CELEBRATES: 
Employees of Frank Werner Co. of 
San Francisco, together with thei: 
wives, marked the company’s golden 
anniversary at a banquet in the 
Canterbury Hotel. Singled out for 
special honors were nine men who 
have each been with the firm for 
more than 30 years. Senior man of 
the group: Ralph Evans, men’s de- 
partment manager and buyer. He 
and the other eight received ster- 
ling silver gifts. 

. . « 

SAFETY SPEAKERS: At the Na- 
tional Safety Council’s convention 
in Chicago next month, Miller G. 
Hunter of Lehigh Safety Shoe Co., 
Emmaus, Pa., will serve on a dis- 
cussion panel moderated by E. D. 
Peeler, Jr., safety director of Ge- 
nesco Inc., Nashville, Tenn. The 
discussion is set for Oct. 17 at the 
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Morrison Hotel before the Meat 
Packing, Tanning and Leather 
Products Section of the council. 
. . a 

TOURNEY WINNERS: Forty- 
eight golfers from shoe manufac- 
turing firms turned out for a lunch- 
eon, tournament and barbecue co- 
hosted by Bonded Fibers, Inc., 
Buena Vista, Va., innersole and 
socklining maker, and its sales 
agent, Jeneral-Feeney Sales Corp. 
Low gross winner was Nick Sa- 
lerno, sales manager of Skippy 
Footwear Corp., and runner-up was 
Thomas Tangari, Uncas Shoe Man- 
ufacturing Co., Inc. The luncheon 
attracted 105 shoemen from the 
eastern states. 

. - + 

RETIRED: Mrs. Goldie Brunn of 
Goldie’s Bootery in Roseburg, Ore., 
has retired after 47 years in busi- 
ness. Her store closed after a 
“huge” sale during which, she re- 
ported, “we sold out to the bare 
walls—shelves and all.” Mrs. Brunn 
ia the widow of Irving Brunn, who 
died in 1929. She expects to stay 
on in Roseburg “where my friends 
are.” 


e Deaths 


ANDREW SMITH, 53, treasurer, 
general manager and co-owner of 
the San Diego Shoe Corp., which 
operates Boldrick’s Fine Shoes in 
San Diego, Calif., died Aug. 16 of 
a brain tumor. A veteran of 37 
years in the industry, he had been 
associated with Boldrick’s, a four- 
location, family-type operation, for 
16 years. Previously he was con- 
nected with Kahn’s in Oakland, 
Calif., and Bon Marche in Seattle. 


ROBERT B. McCALLIE, 76, a 
Knoxville, Tenn., shoe wholesaler, 
died Aug. 16. Mr. McCallie had 
formed his own firm, the McCallie 
Shoe Co., in 1936 and remained ac- 
tive in the business until he en- 
tered the hospital last July 12. A 
company official said Mr. McCallie 
had not missed a day’s work until 
then. 


CAROL S. WILLS, 80, who rose 
from retail clerk to traveling sales- 
man to owner of four shoe stores 
bearing his name during 25 years 
in the business, died recently in 


Oakland, Calif. Mr. Wills served 
three terms as president of the 
California Shoe Retailers Assn. in 
the 1940s, and in 1938 he was vice- 
president of the National Shoe Re- 
tailers Assn. He retired eight years 
ago. 


ALBERT J. WEYMAN, 80, retired 
owner and operator of the Weyman 
Shoe Store in Cincinnati, died Aug. 
9. His store was at his home, 6009 
Vine St., for 56 years. Among Mr. 
Weyman’s survivors is a son, Al- 
bert, sales manager of the retail 
carton division of Diamond Na- 
tional Corp., Middletown, O. 


GEORGE TEASDALE, 73, Chi- 
cago sales representative for the 
Harri Hoffmann Co., Inc., Milwaukee 
shoe dressings firm, for the past six 
years, died Aug. 15 after a year- 
long illness. 


GEORGE F. STROMBERG, JR., 
52, chief cost accountant of The 
Servus Rubber Co., died July 31 in 
Rock Island, Ill. He was with the 
firm 35 years and was well known 
in the sporting footwear field. 
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SQUARE 


DANCE 
SHOES 


IN STOCK 
STACKED HEELS 


Sizes 4 to 11—Widths AAAA to D 


RETAIL ABOUT 10.95 TO 12.95 


@ Soft glove leather 
@ Colorful print lining 


@ 45” lace elasticized binding 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


@ Sizes 4-10 Medium; 
5.10 Narrow 


$935 PAIR 


BERNED SHOE CO. * 207 ESSEX ST., BOSTON 10, MASS. 
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Net F.0.8., Boston 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 





e What’s New 


Esquire Introduces ‘Odorless’ Paste Polish 


THE makers of Esquire Shoe 
Care Products announced they've re- 
moved the odor from paste shoe pol- 
ish in an industry “first.” 

Already, Esquire Boot Polish la- 
beled as “odorless” is being dis- 
tributed The company 
says it plans the most extensive pro- 
motional campaign in its history. 

According to an Esquire spokes- 


nationally. 


SPORTING BOOTS 


7H THEM They we 


ilar Outdoor Boots 


1 sim 


+ salesman’s call, write 


JOHN A. FRYE SHOE CO., INC. 


man, company President Irving J. 
Bottner saw the elimination of odor 
as a means of increasing sales. The 
development took two years of re- 
search. Technicians “had to elimi- 
nate all odor-producing raw mate- 
rials and replace them with pure, 
odorless materials which would func- 
before.”” In 
needed components had to be labora- 


tion as some cases the 


Sales-Boost 


Made over 
The FRYE-Exclusive 
FITTED-INSTEP Last 


TO RETAIL UNDER 


- 
ee 


Marlboro, Mass 


tory-developed, and new machinery 
had to be created. 

Now, the company says, “the shelf 
life of the product has been increased 
by as much as one-third 
more wax 18 
great solvent retention.” 

Boot Polish is 
made with lanolin of the same grade 
used in the drug industry, the firm’s 


because a 


refined used, with a 


Esquire Odorless 


spokesman said. The use of pure raw 
materials is reported to improve the 
product's ability to shine and care 
for the leather 
Knomark, Inc. (corporate name of 
will promote the odorless 
network 
TV 


national magazine advertising 


Esquire 
television 


polish with two 


programs, regional and radio 
spot s, 


and new Sspaper ads. 


Magnetized Footwear 
For Women Patented 


SEVERAL Hollywood stars have 
entered the shoe business 
for 


as part- 


owners of a patent backless, 


strapless, magnetized women's 
shoes. 

Actor Kirk Douglas, singer Gor- 
MacRae and 
Doris Day, together with her hus- 
band, Martin Melcher, an orchestra 
leader, have bought interests in the 
invention of George O. Shecter, ex- 
ecutive director of the Pacific 
Health Plan, Los Angeles, and Ir- 
win L. Hirsch, a 
ducer of special shoes. 


don actress-singer 


Los Angeles pro 

The newly patented shoe has a 
permanent magnet embedded in the 
heel. The 
piece of steel to her heel or slips it 
the heel of her 


wearer either tapes a 


into a pocket in 
stockings. 

The 
tested for a year by 20 women, ac- 
cording to Mr. Shecter. He said all 
the women were satisfied with the 


new invention was wear- 


To answer the question of 
the 
stay on, especially while climbing 
Mrs. Clara Winkleman filed 
an affidavit saying she had tried a 


shoes. 


whether or not shoes would 


stairs, 


pair for several weeks and the shoes 
did not slip on her feet. or come off. 
She attached a piece of metal to her 
heels with adhesive tape to hold the 
shoes in place. 

Mr. Shecter suggests in his patent 
that magnetizable threads may be 
woven into the stockings. 
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because White Shoe Care 
is EASY with 


New addition to Rest Time Footwear line of 
Blum Shoe Manufacturing Co., Inc., Dans- 
ville, N. Y., is children's printed corduroy 
slipper with sole vulcanized to upper. Rugged 
and durable, the slipper has warm fleece 
lining and flexible rubberized counter. 





Dyeable White Peau De Soie 

A WHITE peau de soie for dye- 
ing—said to be the first specifically 
for this purpose—is being offered | oe 
to shoe manufacturers by Gilbert = oa 
Freeman, Inc., Boston. Company cag 
officials say the fabric, called Peri- | ‘ Write for Samples 


winkle, is designed to prevent any A.H.Ross & Sons Co 


chance of combining cement or shoe 

: Cheago 22, Ithnon 
cement seeping through to the face 
of the material. 


BOOST in the BOOMING DANCE 
sell the biggest name brand 


_=DANSKINS’ 


——— 


full fashioned and seamless 


TIGHTS, LEQTARDS & TRUNKS 


4 


knit of pAawsofr stretch nylon A * 


< 


__ x Pp \ 
All Popular Constructions ; J 


CHILDREN’S TIGHTS Danskin's tremendous popularity in the dance 
Full Fashioned field, Danskin’s recognition for finest quality 
Non-Run Full Fashioned and perfect fit by America’s dance schools and 
Seamless Run-Resist dance professionals, gives you the kind of ac- 
WOMEN’S SIZES in same \ ceptance that speeds up sales! Many new colors 
constructions as above available, and new styles in leotards, too. Sup- 


et _ with long plied in transparent self-selling packages, for 
and short sleeves, scoop , 
and high necks compact display. 


for Children NO INVENTORY PROBLEM — your orders deliv- favorites 
. for Women ered immediately from our factory. Write for for all day- 
; Illustrated Catalog B9. every day, 
too! 
Nationally Advertised in Parents’, Se t , Dance, Mad ° 
Ski, Skiing, Skating and the N. Y. Times Magazine B .S. PATENTS NO. 7,69 


a - ph igs ey ee NO. 2,706,389 + NO 
DANSKIN INC 437 Fifth Avenue, New York 16, N. Y 
; e DIVISION OF TRIUMPH HOSIERY MILLS 
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Ornaments for Nylon Suede 


A LINE of assorted initials and 
novelty ornaments for use on nylon 
suede shoes has been developed by 
Streamline Button, Inc., New York. 
The ornaments have Velcro backing 
which enables them to adhere to 
nylon suede on contact, without use 
of an adhesive. They are also re- 
movable. Lester H. Frank, sales 
manager of the company’s retail 
shoe division, said revolving and 
stepped displays are available to 
dealers. 


Washable Leisure Footwear 


WASHABLE indoor-outdoor slip- 
pers with stretchable heavy-weight 
nylon uppers, foam - cushioned in- 
nersole and soft crepe outersole 
have been introduced by Printz 
Leathers, Inc., Philadelphia. They 
are being sold under the trade name 
“Leisure Mates.” 

Four colors (scarlet, black, gold 
and olive) are being made in small, 
medium and large sizes. A display 
rack is available for use by retail- 
ers, the manufacturer said. 





Headline News 


in Duty Shoes... . 
Terrific, New 


‘Jreadeasy 


TECHNICIANS 


All styles in-stock. 
Your low, low cost — 
ONLY $5.60 to $7.25 


Already scooping the big 10,000,000 pair Professional 

Women’s market, these terrific, new duty shoes were a 

sure-fire success even before they left the production lines. Based on 
unbeatable Treadeasy lasts and priced for fast sales and good profit, 
all six of the new light-stepping “TECHNICIANS” offer 


ALL THESE IMPORTANT EXTRA COMFORT FEATURES... 
(features that nurses by the hundred told us they wanted:) 


¥ VENTI-MESH® — exclusive “‘air-cooler’’ that circulates 
air to keep feet cool and dry and leather pliable. 

¥ LONG INSIDE COUNTER 

~“ MOULDED LEATHER “COOKIE” 

“Y CUSHION BOTTOM FILLER 


~ SUPER SHANKS 
~ ANCHOR EYELET 


Get your share of this big 10,000,000 pair market. 


Send for catalog and Sales Aids 


P. W. MINOR 


New York City Sales Office: 946 Marbridge Bidg. 
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... TODAY! 


& SON, INC. 


Batavia, N. Y. 


e Financial 
Beck Reports 5% Increase 


In Earnings for First Half 


NEW YORK—A. S. Beck Shoe 
Corp. and subsidiaries reported a 5 
per cent gain in net earnings, after 
federal taxes, for the six months 
ended June 30. Earnings reached 
$350,867, or 65¢ per common share, 
compared with $333,074, or 61¢ per 
share, in the first half of 1959. 

Previously, Beck had _ reported 
sales of $30,767,763 in the first 27 
weeks of this year, an increase of 
4.1 per cent over the $29,567,636 re- 
corded for the comparable period of 
1959. 


Butler’s Sales, Earnings 
For Fiscal °60 Set Marks 


ATLANTA—The Butler’s chain 
reported record sales and earnings 
for the year ended June 30. 

According to preliminary figures, 
net sales totaled $27,926,918 com- 
pared with $25,681,879—an increase 
of 8.7 per cent. Net income amounted 
to $986,369, up 2.6 per cent from 
the $960,974 for the previous year 

Earnings amounted to $1.20 per 
common share against $1.16 for 
1959. The company split its stock 
in September 1959, distributing one 
additional share for each three held. 

Butler's operated 178 stores last 
June 30 compared with 165 a year 
earlier. 


Irving Side Leather Sales Up 


BOSTON—In spite of what it 
termed “a general industry slump 
during the first half of 1960,” the 
Irving Tanning Co. increased its 
sales of side leather by almost 11 
per cent over the same period of 
1959. And the 1959 period was the 
company’s biggest six months in its 
history, according to Meyer Kir- 
stein, president. 


Vulcan Corp. Sales Set Mark 

CINCINNATI—With both its hee! 
and last business at high levels, 
Vulcan Corp. achieved record-high 
sales during the first half. Joseph 
B. Reynolds, president, said in his 
midyear statement to shareholders 
that the company expects sales to 
stay at a high level through the 
rest of 1960. 


Beet and Shoe Recorder 





Manutacturing Keport 





New York Factories 
Expect Order Gains 


BINGHAMTON — Production at 
upstate New York shoe factories con- 
tinues at a moderate pace as firms 
prepare for an influx of reorders for 
fall shoes. Manufacturers interpret 
the combination of lower production 
and higher retail sales in the first 
half as meaning increased orders in 
the second half year. 

Major firms are competing more 
actively than ever for a bigger share 
of the market. One company notes 
that an important phase of its pres- 
ent marketing program is concen- 
tration on expanded sales to large 
volume buyers. 


Helping Independents On the 
other hand, this manufacturer is 
working hard to increase the num- 
ber of its independent dealers and 
is providing them with help in train- 
ing sales staffs. 

The bigger manufacturers, in ex- 
panding their own chain store op- 
erations, seek to allay the fears of 
independent retailers selling the com- 
panies’ brands. They point out that 
generally manufacturers open their 
own stores only in areas where they 
have inadequate distribution. 

Endicott Johnson Corp., operating 
almost 600 stores, sold less than a 
quarter of its approximate 32 million 
pair production in its own stores 
last year. 


Increasing Brands This com- 
pany plans “a considerable increase 
in the number of branded lines of- 
fered the public” and special atten- 
tion to branded lines as part of a 
long-range expansion in advertising, 
Frank A. Johnson, president, re- 
cently stated. The company will 
stress women’s, teenage and chil- 
drens’ lines in this connection. 

Endicott Johnson's new plant in 
Ackerman, Miss., will be in produc- 
tion early next year with a capacity 
of more than 6,000 pairs of women’s 
shoes daily. 

In New York State, the company 
is testing pilot applications of con- 
veyorized production in stitching and 
shoe assembly operations. Over the 
next few months, production of vul- 
canized footwear will be expanded 
and centralized in Binghamton. 
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Producers Claim Reorders Pick Up 


ST. LOUIS—Reorders picked up 
for St. Louis producers as norma! 
retail back-to-school business hit its 
stride. 

Manufacturers, however, feel a 
continuance of the same sluggishness 
they have pointed to during the past 
few months. The summer sluggish- 
ness at retail has followed through 
into fall selling for many accounts, 
producers say. An early burst of 
mid-August retail 
materialize. 


business did not 


A Flurry of Reorders—As Sep- 
tember opened, manufacturers re 
ceived a flurry of reorders, princi- 
pally on these types: boys’ pigskin 
and brushed leather blucher ties and 
low chukkas; teen tie-pattern black 
flats, both smooth and brushed; and 
girls’ nylon velvet patch saddle varia 
tions for school. 

The general slowness at retail has 
filtered through sales representa- 
tives’ channels back to producers 
and, in turn, to the plants. Activity 
in most units is considered spotty. 
Spring lines are now ready for ex- 
hibit at the Miami Show later this 
month. Salesmen will take them into 
their territories immediately there- 
after with the hope that the fall 1960 
pace will have livened by then and 


that retailers will have come out of 
their lethargic frame of ordering 
mind. 


Paving the Way—First trips for 
the spring 1961 lines will not sell 
many pairs, producers indicate, but 
the trips may pave the way for a 
bigger volume spring ahead and will 
certainly pick up some extra busi- 
ness on reorders, fill-ins and resort 
types from retailers who cut their 
ordering for fall quite close to the 
“bare minimum” line. One stylist 
from a St. Louis women’s division 
feels that this year, more than ever, 
retailers will be definitely seeking 
out something fresh in color and 
styling to perk their displays and 
their fashion business before De- 
cember 1. 

Labor contracts are still under 
consideration in this area. Labor 
costs may advance by spring, it is 
felt. No inkling of price advances 
has been noted as yet here. Some 
shoemen say that footwear is per- 
haps pricing itself out of the mar- 
ket at current prices. This group of 
men looks for fewer pattern offer- 
ings at the top of each line’s price 
bracket, with increased concentra- 
tion on the very lowest end of the 
range. 


New England Plants Report Casual Reorders 


BOSTON New England shoe 
manufacturers with in-stock depart- 
ments already receiving re- 
orders on styles accepted during the 
early fall selling at retail. 

This applies particularly to mak- 
ers of women’s and teenage flats and 
other casual types which have sold 
well at retail during the first part of 
the season. Other factories are not 
so busy since makeup orders, while 
expected soon, had not been received 
in September except in a 


are 


by early 
few cases. 

This accounts in large measure for 
the spotty conditions noted, with 
some companies on a full-time basis 
while others are on part time. 

The industry, however, is opti- 
mistic since there is ample evidence 
that retail trade should be good 
throughout the fall. Reports from 


many parts of the country show, they 
say, that women have shown a liking 
for the newer colors and textures in 
leathers and in fabrics as well. 

Spring planning by larger retail 
organizations also is in evidence, it 
is reported. While firm orders are 
yet to be booked, sampling has been 
encouraging to date. 

Manufacturers of high and me- 
dium grade shoes have completed a 
good fall run and are now hoping 
that reorders and early spring buy- 
ing will keep them busy for the rest 
of the year. 


Frohlich’s, a women’s dress shop 
in Ponea City, Okla., has added a 
shoe department featuring “high 
styles at popular prices.” Ron Gar- 
ner operates the section, which is 
placed at the front of the store. 
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Versatile, Appealing and Sometimes Better in Performance: 


Plasties’ Role in Footwear Gains 


New developments in the appli- 


cation of plastics, particularly 
vinyls, to footwear were aired at 
a Boston conference sponsored 
by an organization of plastics en- 


Remarks of the key 


speakers are reported here. 


gineers. 


BOSTON 


PLASTIC components in _ foot- 
wear—a rapidly growing factor in 
the industry —increase customer 
appeal, permit a broader range of 
styling and often outperform the 
material they replace. From a 
profit standpoint they can exercise 
a strong influence in 
prices. 

Francis H. Gleason, president of 
the New England Shoe and Leather 
Assn. and also president of the J. F. 
McElwain Co., Nashua, N. H., cited 
these advantages last week in ad- 
dressing a two-day conference de- 
voted to “New Horizons in Vinyls 
and Plastics in the Shoe Industry.” 
The regional technical conference, 
sponsored by the Eastern New En- 
gland Section of the Society of 
Plastics Engineers, included the 
reading of 14 technical papers. 

The conference paid recognition 
to the fast growth of vinyl appli- 
cations in the shoe industry. From 
Mr. Gleason came an overall assess- 
ment of plastics’ role today and to- 
morrow: 


stabilizing 


Applications Cited—“The use of 
plastic components in footwear,” 
he said, “has and wiil enormously 
enhance style possibilities and cus- 
tomer appeal.” He pointed to orna- 
ments, bows, laces and translucent 
spike heels as “only a few of the 
present features of female shoes 
that would be either impossible to 
develop in as wide a variety of 
style and color attraction or vastly 
more expensive were it not for plas- 
tics.” And the same applies, al- 
though to a lesser extent, to men’s 
and boys’ shoes, Mr. Gleason said. 
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“A second important considera- 
tion in the use of plastic materials 
or materials which incorporate 
plastics,” said NESLA’s president, 
“is the fact that in many cases they 
outperform the material previously 
used, or are lighter in weight and 
more flexible while maintaining the 
same performance factors.” 


“Increasing Importance” Seen— 
“As plastic products continue to be 


Francis H. Gleason, president of the New 
England Shoe and Leather Assn.. was a 
featured speaker at the Boston conference 


designed and perfected for end use 
in shoes,” Mr. predicted, 
“they should command a 
of increasing importance.” 

Exploring plastics’ potential fur- 
ther, he pointed out that shoe pro- 
ducers must turn “thousands 
of different production models each 
using leather, 
of nature that varies in its charac- 
teristics from hide to hide and 
within the parts of a given hide.” 

Said Mr. “If 
should successfully solve the prob- 
lem of production of reconstituted 
upper leather procurable in uni- 
form rolls or of synthetic upper 
material, the resulting changes in 
shoe machinery and _ production 
techniques would be dramatic. Uni- 
formity of materials is a 
which shoe manufac- 


Gleason 
position 


out 


season” “a product 


Gleason, science 


raw 


the 


heaven 


turer eagerly awaits.” 


Leather Prices Fluctuate 
Coupled with the lack of uniform- 
ity, Mr. Gleason observed, are “the 
wide price gyrations” of leather. 
Early in his business career, he re- 
called, the price of heavy raw calf- 
skins plummeted from 29¢ per Ib. 
in April, 1937, to 13¢ per Ib. the 
following December. 

“Though these 
changes may create 
excitement 
they are not fundamentally sound 
phenomena lead to 
tremes of overbuying and over-pro- 


radical price 
considerable 
unusual 


and activity, 


and only ex- 
duction on one hand or underbuy- 
ing or the 


other.” 


under-production on 


A Force for Stability 
rubber and/or synthetic bottoming 
materials not have made an 
important contribution to the avail- 
able supply of raw materials for 
shoes,” Mr. Gleason declared, “but 


“Certainly 


only 


have been an important stabilizing 
factor price-wise. 

“To whatever 
plastics and resin materials find a 


extent synthetic 
proper place in our field of com- 
ponents in the future, they will ex- 
ercise an important influence in the 
direction of price stability.” 


A Caution—Along with promise, 
NESLA President Gleason injected 
words of 
upper material is to gain a position 
of prestige and 
manufacturers, he 
effects must be 
the synthetic as are possible in con- 
verting a hide finished 
leather. 

Secondly: “The American tanner 
has sufficient 


caution. If a synthetic 
with 
the 
possible in 


importance 
warned, 
same 


raw into 


know-how and inge- 
nuity to make enormous strides in 
the continuing evolution of leather. 

. Leather now has great competi- 
tion from other materials, but that 
is no reason to assume that it will 
not maintain a position of prestige 
in its more important uses.” 
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Through Plastic Insole, 


Im proved Eva pora tion 


PLASTIC materials, as Francis 
Gleason indicated, at times prove to 
be not merely a replacement for, 
but also an advance over, the natu- 
ral material. Benjamin B. Levy, 
consumer products sales director 
for Rogers Corp., Rogers, Conn., 
refers to his company’s Poron in- 
sole material as such a material: 
“an improvement over nature.” 

Poron, which recently reached 
full-scale commercial production, 
is a polyvinyl chloride sheet mate- 
rial. Although its biggest use has 
been for insoles in Goodyear welt 
Mr. Levy said it has also 
been used with good results in ce- 
ment-lasted shoes. 


shoes, 


The Objective—Poron's develop- 
ers concluded that the ability of 
leather insoles to absorb and retain 
moisture was the principle cause of 
poor foot comfort in leather foot- 
wear. Their goal was a replace- 
ment material with all of leather’s 
good qualities and none of its dis- 
advantages. 

In manufacturing Poron, Mr. 
Levy explained, the polyvinyl chlo- 
ride materia] is molded to produce 
In addi- 


between 


a micro-porous structure. 
tion, a laminating bond 
the PVC and a cellulose 
backing material also has air po- 
rosity. In the shoe, the foot touches 
the porous plastic material of the 
insole. 


treated 


How Poron Works—‘As the po- 
rous plastic possesses the ability to 
transmit moisture vapor without 
retaining any of the moisture va- 
por within its own interstices,” Mr. 
Levy said, “the vapor is transmit- 
ted through the porous plastic into 
the backing material. There a dew 
point is reached and condensation 
takes place. 

“When the shoe is taken off, an- 
other feature of the porous plastic 
comes into use. This material pos- 
the ability to absorb and 
transmit free moisture, water. 
Since at this point the backing ma- 
terial contains all of the condensed 


Sesses 


perspiration and is wet as far as 
the porous plastic is concerned, the 
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Tanners Produce Whiter Whites 


.. - as Leather Too Progresses 


WHILE its rivals in the plastics 
field have moved into increasing 
prominence, leather too has pro- 
gressed. As Eugene F. Black of 
Paule Chemical Corp., Charlestown, 
Mass., pointed out, “Over the past 
few years we have experienced 
many and profound changes in the 
finishing of leather and shoes.” At 
the plastics conference. Mr. Black 
discussed a few of these advances 
and their effect on the shoe manu- 
facturer. 

“In the past year 
noted, “white leathers have become 
considerably whiter.” A series of 
technical developments has _per- 
mitted “a white leather that is 
white all the way through. Now, 
when the top finish of the leather 
is disturbed or removed, one does 
not observe the greenish-blue cast 
showing through which required a 
lot of work to cover.” 


or two,” he 


A Lasting Finish—One major ad- 
vance cited by Mr. Black was the 
development of a lacquer emulsion, 
tannery-applied, top coat for white 
smooth “This,” he said, 
“provided a finish from which 
stains could be removed readily and 
which did not just disappear as 
soon as the shoes wer. subjected 
to anything stronger than water.” 

Meanwhile side leather has been 
refined to a point where “it can be 
mulled longer, and therefore lasted 
better, without almost completely 
removing the top and color coats. 
It can be put through the works 
more rapidly and with less care 
and still not require as much touch- 
up or as much finish. 

“Properly processed, leather of 
today produces a fine, tight break 


leathers. 


” 


with a soft, smooth feel 

Pressure from Shoemen—In re- 
calling this progress, Mr. Black 
noted that shoe producers had “ex- 
erted a lot of pressure on leather 
companies to produce tighter and 
more resistant sides” and “the 
leather people were provided with 
altogether new-type materials from 
research-minded chemical compa- 
nies.” New products called resin 
emulsions provided properties that 
conventional tanning materials 
didn’t offer. 

Among their advantages in 
leather finish compositions, Mr. 
Black said, are these: “The pres- 
ence of resin emulsions in a water 
finish greatly increases the amount 
of filling produced. This im- 
proved filling means that fewer 
coats can be used.” ... “By the use 
of the proper kind of resin in emul- 
sion form the flexibility of the fin- 
ish is greatly increased.” ... “Ad- 
hesion of the finish to the leather 
is also greatly improved, and since 
these synthetic resins dry down to 
water-insoluble materials, the wet- 
rub resistance of the finish is im- 
proved.” 


A Better Patent Turning to 
patent leather, Mr. Black said this 
“experienced a major 
the advent of 
polyurethane resins.” Major advan- 
tages of the urethane finish over 
conventional Japan-finished patent, 
he are strength, flexibility, 
toughness and wearing properties. 

“Urethane patent leather can 
withstand something on the order 
of 50 times as many flexes as the 
older type.” 


category has 


development since 


said, 





plastic picks up and transmits this 
free moisture to its top surface 
where it evaporates off into the 
evening air. In the morning when 
the shoe is put on again, it is rela- 
tively dry.” 

Additional advantages of Poron: 


it is much more flexible; it con- 


forms to the foot and helps relieve 
uncomfortable high-pressure points 
because of its greater resiliency; 
it is more durable than leather; it 
won’t crack or harden or discolor 
socks; it won’t shrink (so shoes re- 
tain their shape longer) and it has 
excellent abrasion resistance. 
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Hard Vinyl Heels for ‘Flatties’: Growing Trend 


IN HARD vinyl heels for the 
“flattie” or ballerina-type of shoe, 
plastics have found a relatively new 
application in the footwear indus- 
try. Such heels are usually in the 
38 to 5g range for women’s, misses’ 
and children’s lines. Their use is 
catching on rapidly. 

Robert E. Dukeshire, research 
compounder for The Goodyear Tire 
& Rubber Co. at its Windsor, Vt., 
plant, told in Boston about his com- 
pany’s work in this field. Today, 
he said, flat heels are made from 
cellulose acetate, cellulose acetate 
butyrate, polyethylene, polyviny] 
chloride and a few other materials. 
Goodyear’s shoe products division, 
after studying most of these plas- 
tics, moved into volume production 
early last year on hard vinyl] heels 
under the trade name Jetlite. 


The Construction—“The product 
traditionally used in this applica- 
tion,” Mr. Dukeshire related, “has 
been a base composed of resin-im- 
pregnated paper or leather scrap 
that is formed to the desired shape. 
Straight leather is used in some 
more expensive shoes for this base. 

“To the base is attached a top- 
lift of leather, composition rubber 
or other suitable material as the 
walking surface. The plastic heel, 
however, is generally designed as 
a single unit which incorporates 
both the base and the toplift.” 


Vinyl’s Advantages — For viny] 
heels Goodyear claims a long list 
of advantages, notably durability 
and—in the long run—lower cost. 


Reported Mr. Dukeshire: 

“The vinyl is superior for wear 
when compared to paper bases 
with either leather or composition 
rubber toplifts. It is also superior 
when compared to polyethylene 
and it does not have the unsightly 
fraying that distinguishes poly- 
ethylene.” 

As for “The cost of the 
vinyl heels on the shoe is generally 
less than that of composition heels 
and with an increase in quality. It 
is of utmost importance to point 
out that the vinyl heel as such is 
more expensive than the average 
unfinished heels used today. How- 
ever, when the considerations of 
(1) the elimination of heel finish- 
ing, (2) savings in sole stock and 
(3) ease of factory handling, are 
added together, the cost of the 
vinyl heel on the shoe will 
lower.” 


cost: 


be 


Vinyl heels are also lauded as 
waterproof, “excellent” in finished 
appearance and uniform in size 
and shape. They can be handled 
on conventional shoe factory equip- 
ment. 


Attached with Nails—The heels 
are attached to the shoe by nailing 
from the inside with conventional! 
heel-attaching equipment, such as 
the United wood heel attaching ma- 
chine and the Schwabbe heel-i:t- 
taching machine. Usually five nails 
are used, and the Goodyear heels 
are designed for specific USMC nail- 
ing patterns. 


According to Goodyear’s Robert 
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Dukeshire, the use of hard viny! 
heels on “flattie’ footwear is a 
fast-growing trend. 

* . 7 
Bright Future Seen for Vinyl 
Plastics in Footwear Soling 

“THE future for vinyl plastics in 
the shoe industry looks extremely 
bright, particularly in expansion into 
the shoe soling field.” 

So said R. J. Carey of Compo Shoe 
Machinery Corp., Waltham, Mass., 
briefed the Boston technical 
conference about adhesives for viny! 


who 


shoe plastics. 

“With the work now going on to 
establish industry standards for 
testing vinyl] materials and viny! ad- 
hesion,” he said, “and with the co- 
operation of extensive testing 
field trials by participating firms, 
there is every hope for success of 
this latest develorment of the plas- 
tics industry.” 

Mr. Carey credited the introdu 
tion of the injection molding pro 
ess for attaching soles, plus the heat 
seal vinyl welt process for spurring 
interest in “the excellent 
resistance and flex crack resistance 
of vinyl! soling.” 


and 


abrasion 


Injection Molding Machine 


Links Sole to Leather U pper 

IN REVIEWING “Injection Mold- 
ing Applications for the Footwea1 
Industry,” Gordon Cooper of Inter- 
national Vulcanizing Corp., Boston 
discussed various uses of his firm's 
Foster Wucher injection 
machines. 

“Of particular interest,”’ he 
“is the application of certain 


egal 


molding 


said, 


fea- 
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tures of the Foster Wucher 700 for 
the direct injection molding of suit- 
able compounds to leather footwear 
[uppers]. Due to the close relation- 
ship of direct sole molding of both 
rubber and vinyl compounds,” Mr. 
Cooper added, “it is quite obvious 
that similar types of molds can be 
used for both methods.” 

The original Foster Wucher W700 
low-pressure, screw-type injection 
molding machine was originated in 
France. For the last five years im- 
proved models have been produced 
by Foster Yates & Thom, Ltd., 
Blackburn, England, under world 
manufacturing rights. 

Mr. Cooper listed additional ap- 
plications for the machines: in the 
making of all-plastic sandals, and in 
“the unit molding of individual out- 
ersoles complete with heels in vari- 
ous irons of thickness with polyviny] 
chloride compounds and dry blends.” 

In the case of the sandals, he said, 
the Foster Wucher FW700 is capa- 
ble of molding 176 to 220 pounds of 
material per hour, depending on the 
type One thousand 
pairs of various sizes of strap san- 


of compound. 


dals can be made in eight hours. 


Looking for VALUES? 


Look for WEIL 


Quality Cancellations and jobs of Na- 
tionally Advertised, Branded Shoes for 
Women, Men and Children . 
1,000 Styles in Sizeable Quontities .. . 


All at o Price! 


m.k. weil shoe company 


September 15, 1960 


Plastics in Footwear 





Superior Beauty Claimed for Coated Fabrics 


COATED FABRICS are making 
steady advances in shoes. In discuss- 
ing “Comparative Coated Fabrics” 
at the Boston plastics conference, 
Robert Abeles, technical director of 
Elfskin Corp., Worcester, Mass., said 
years of development have produced 
a “non-wearable, non-scuffable vinyl 
that reinforces the fabric to which it 
is applied . . . and gives to the shoe 
manufacturer and the public a more 
serviceable and useful product.” 

Mr. Abeles produced a wealth of 
data from a comparative study of 
vinyl - coated and pyroxylin - coated 
fabrics, as well as leather, in regard 
to wear and other properties. Among 
his conclusions: “The wear of the 
viny! is almost negligible as com- 
pared to the pyroxylin; but when 
compared to leather, the leather fails 
drastically.” (However, because of 
the great variation in type and 
weight of available skins, wear was 
the only quality tested for the 
leather. Said Mr. Abeles, “I felt that 
another paper at another time could 


M. K. WEIL 
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© Miami Beach Shoe Show... ... 
Deauville Hotel, Rooms 500-501 

© Mational Shoe Fair, Chicago... .. 
Morrison Hotel, Rooms 1025-26 

© Southeast Shoe Show, Atlanta 
Piedmont Hotel, Parlor D 

© Southwest Shoe Show, Dallas 
Adolphus Hotel, Room 1050 

© Popular Price Shoe Show, New York Nov. 27-Dec. 1 
Hotel New Yorker, Rooms 1650-1-2 


better handle the undertaking.” ) 

Coated material, Mr. Abeles pointed 
out, whether it is cotton base, paper 
base or synthetic fibre, is supplied in 
rolls or in uniform sheets. As a re- 
sult, he said, the fabrics are easily 
handled, easily stored and also easily 
cut. 

Furthermore: “With multiple- 
layer cutting the labor saving de- 
rived can mean considerable savings 
to the manufacturer.” 

“Whether the finished raw mate- 
rial is to be used in the shoe indus- 
try or for any other purpose,” Mr. 
Abeles reported, “each type of coated 
goods can be made to resemble the 
beauty of leather.” He went even 
further: “I think it is to be noted 
that these goods can and do surpass 
the appearance of leather. Conse- 
quently today and in the future we 
will find leather made to look like 
these coated materials. But this 
should not be a surprise, for all 
leather, as we use it, is finished with 
various materials.” 
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Women’s, Children’s Styles in TV Cartoons 


NEW YORK—Two TV cartoons 
recently released by Leather Indus- 
tries of America are designed to 
promote fall sales of women’s, 
teens’ and children’s shoes. LIA 
estimates that 5 million viewers 
will see each five-minute film. 

The first, “Back to School on 
Their Own Two Feet,” features 
fall styles for boys and girls. Tele- 

women’s programs, this 
stresses the retailer’s role 


cast on 
feature 


Shoes feature 
wan ARMATAN leather soles that 
set new long-wear records! 


as a specialist in fitting children’s 
shoes. 

The other film, “Footnotes to 
Fashion,” leads off with a descrip- 
tion of new, more sharply pointed 
styles for women. It also stresses 
latest developments in pumps, spec- 
tators, walking shoes and boots as 
well as flats, sandals and mocca- 
sins for teenagers. 

Mel Salzman, director of LIA, 
said the films were distributed to 


Policemen, firemen, mail carriers — all 
men who find walking an important part 
of their job, insist on long wearing soles. 
Now you can give them super-wearing 
LEATHER soles, with all the comfort and 
satisfaction only leather can give. This 
new ARMATAN resin-impregnated 
oak leather sole protects against 
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advertised in— 


water damage and retains its 


shape! Note the famous Shaw 

“heel-to-toe cushion” and 

other features described 
below. 


Shaw's unique Trade 
Builder way of sup- 
plying you with 
OVERNIGHT service 
from the over 60 Shaw 


POPULAR 
MECHANICS 


Outdoor Life 


WRITE TODAY for the 
mame of your nearest 
Shaw distributor, and 
new style folder and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 


M. T. SHAW Inc., Coldwater, Michigan 
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distributors in every section of the coun- 
try, gives you low inventories, high prof- 
its, and SHOES WHEN YOU WANT 
THEM! 


MIKE Piump biack leather with these famous 
Shaw comfort features . . . FULL HEEL-TO-TOE 
AIR-CELL CUSHION . . . CUSHION SIDE ARCH 
SUPPORT . . . RESILIENT METATARSAL PAD, storm 
welt, double ARMATAN leather sole, long counter, 
steel arch, Nylon stitching. IN-STOCK to retail 
profitably at $14.95 — AN INCOMPARABLE VALUE! 


some 120 television stations in this 
country and Canada. As_ with 
earlier LIA releases to TV, a num- 
ber of stations sold tie-in spot an- 
nouncements to retailers. 

One more TV cartoon feature 
remains on the LIA schedule for 
1960. This program, set for 
Thanksgiving showing, will pro- 
mote shoes, boots and slippers for 
the family as idea] Christmas gifts. 


AN ESTIMATED 27 million per- 
sons are believed to have watched 
a newsreel fashion show assembled 
by LIA in cooperation with MGM 
News-of-the-Day. The reel, shown 
early this month, featured daytime 
classic pumps, stacked heel specta- 
tors, evening shoes in suedes and 
lustered leathers, brushed leather 
and shearling at-home and 
outdoor shoes. 

Theme of the reel was the high- 
fashion “leather look” from head 
to toe for city and campus wear, 
and the coordination of shoes with 
fall leather apparel and 
ries. Five thousand movie theaters 
in the U. S. and Canada showed the 
newsreel. 

Another showing 
and leathers was a 
presentation on Dave Garroway's 
“Today” program on the NBC-TV 
network. This program, emceed by 
Arlene Francis, some 
10 million women, according to 
LIA. 


boots 


accesso- 


of fall 
nine-minute 


shoes 
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William Lucas Named Head 
Of Williams Mfg. Co. 


PORTSMOUTH, O.—New presi- 

dent of the Williams Manufactur- 
ing Co., maker of women’s foot- 
wear is William O. 
Lucas, a veteran 
of the company’s 
sales department. 
He succeeds the 
late Blaine E. 
Matthews. 

In announcing 
Mr. Lucas’ elec- 
tion, the board of 
directors said, 

“There will be no 

change in owner- WILLIAM O. LUCAS 
ship, and all policies which have 
been followed for years will be con- 
tinued.” 

Mr. Lucas joined the 
1932, 


company in 
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New President Named 
By Compo Machinery 


WALTHAM, MASS.—George J. 
Schwartz, since 1954 vice-president 
and general manager of the Boston 
division of the Minneapolis-Honey- 
well Regulator Co., has been elected 
president of the 
Compo Shoe Ma- 
chinery Corp., He 
succeeds the late 
John F. Smith, who 
died several months 
ago. 

In announcing 
Mr. Schwartz’ elec- 
tion, J. Victor 
Loewi, chairman 
of the executive 
committee, said 
that “at 39 he is exceptionally well 
experienced in control equipment, en- 
gineering, production and sales pro- 
motion.” 

He was vice-president of the Dole- 
cam Corp., Boston, when Minne- 
apolis-Honeywell acquired it in 1954. 
Under his management the division, 
which makes precision instruments 
and control equipment for military 
and industrial use, doubled in 
to over 1,000 employees. 

Mr. Schwartz graduated from 
Massachusetts Institute of Tech- 
nology in 1942, did servo-mechanism 
research there until 1946 and won a 
U. S. Navy citation for the wartime 
development of gunfire control equip- 
ment. 

He is a member of numerous pro- 
fessional organizations. 


GEORGE SCHWARTZ 


size 


ISCO Moves N. Y. Offices 
To Empire State Building 

ST. LOUIS International Shoe 
Co. has relocated the New York City 
sales groups of its general line di- 
visions and specialty lines from the 
Marbridge Bldg. to larger quarters 
on the 71st floor of the Empire 
State Bldg. The move is aimed at 
improving service to customers and 
bettering internal 
spokesman said. 

The new regional headquarters 
comprises sample rooms and offices 
formerly housed on five floors of the 
Marbridge Bldg. In a floor space of 
6,900 sq. ft.—nearly half of a floor 

there are individual sample rooms 
for each of the following specialty 


efficiency, a 
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lines: Vitality, Queen Quality-Soft 
Pedals, Accent, Panorama, Winthrop, 
Hanan and Great Northern. 

Six general line sample 
two each for men’s, women’s and 
children’s shoes, will exhibit ISCO’s 
branded lines. 


rooms, 


John J. Shore, general sales man 
ager for eastern area operations, will 
maintain offices at the new address, 
as will New York City sales repre- 
sentatives for each of the branded 
and specialty divisions. Export fa- 
cilities will maintained in 
building. 


be 


Decor for the headquarters is in 
“color-coordinated modern.” 
accents blend and contrast with car- 


peting colors ranging from palm 


Geld emborsed, 

grained plastic or 

etched brass nome- 

plote effectively presents 

your store name, loge-type or trade mark with- 
ovt detrecting from the shoe or disploy. Avoil- 
able in men's sizes 7, 7% of 8 C&D and boys 
size 5 C and D. (50 pair minimum order for 
etched brass nomepiote) 


the 


Color 


leaf green and blue glint tweed to 
federal gold and beige tweed. 


Brown Expands Tenn. Plant 

ST. LOUIS- Shoe 
expanding its “Selmer V” factory at 
Selmer, Tenn., to permit an increase 
in production capacity from 4,000 to 
5,600 pairs a day. 

M. E. Shoemaker, vice-president 
in charge of manufacturing, said 
the program for an addition 
increasing the size of the unit by 
more than 18,000 sq. ft. Construc- 
tion is due for completion by Nov. 1. 
The Selmer plant makes welt foot- 
wear and handsewn moc-vamp shoes 
under Roblee, Pedwin and Regal 
labels. 


-Brown Co. is 
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weight plostic. Eliminates ob- 

jectionable weight of full wood 
trees on counter displays 
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New Factory for Kushins, Inc., Rises in Santa Rosa, Calif. 
¢] 


This is how the new, one-floor plant of Kushins 


SANTA ROSA, CALIF.—One of 
the West’s largest shoe factories is 
being built here for Kushins, Inc.., 
makers of men’s work shoes, sport- 
ing and hunting boots. The 56,000- 
sq. ft. plant is due to be operating 
by mid-February 1961. 

A company spokesman said the 
firm’s operations have grown in the 
last few years to a point where the 
present downtown Santa Rosa plant 
is inadequate. At the new factory, 
the daily production capacity will 
be 3,000 pairs (versus the present 


the 8Olid walue shoe 


styled 


for fall! 


Here are two more children's leaders for 
fall—with the 68 year old Kreider name 
for quality behind the FOOT TRAITS label 


for style leadership. 


styled to sell by 


Inc. 


output of 1,700 pairs). 

Groundbreaking for the plant, in 
the new Santa Rosa _ Industria! 
Park, was held last month. The 
building is being constructed by 
Santa Rosa Enterprises, develop- 
ers of the park. It will be turned 
over to Kushins in a transaction in- 
volving the exchange of real estate 
and cash totaling about $500,000. 
exclusive of machinery and oper- 
ating equipment. 

Sometime in the future, Santa 
tosa Shoe Co., Inc., an affiliate of 


849 
BLACK NYLON VELVET 
Silhouwelt—8!/,-3 B-E—Avon Black 
Knurled Cush-N-Crepe Sole 


at Santa Rosa, Calif., will loot 





when it is completed early next yeor 


Kushins, is also slated to move into 
the industrial park. Officials 
this move will cost another $300.- 
In the meantime, Santa Rosa 
its present office 


Say 


cn) 
Shoe maintains 
and warehouse area. 

Kushins, Inc., manufactures shoes 
under the trade name Santa Rosa 
Brand, which distributed by 
Santa Rosa Shoe Co. The firm als« 
makes shoes for Sears, Roebuck & 
Co. under the name Wearmaster, 
and for J. C. Penney Co. under the 
name Penney’s Foremost. 


are 


BROWN BUCK WITH BLACK 


SMOOTH SADDLE 
8!/,-12 B-EE—Votan SuperSole 


12!/.-4 B-EE—Avon Black Knurled 
Cush-N-Crepe Sole 


W. L. KREIDERS SONS MFG. CO.- Palmyra, Pa. 
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Cowboy isa in Plastic 


Waterproof, year-round "E M Brand” cowboy 
boot overshoe is styled to appeal to child 
who loves cowboys. Cowboy detailing is re- 
produced in the square toe, pull straps, simu- 
lated stitching, under-cut cowboy heel and 
grained “leather” upper. The sculptured bas- 
relief of cowboy and horse has been painted 
mn seven fast vinyl colors. Mode in sizes 8 
through 3 by Emmco Products division of 
Essex Master Mold Co 





Brauer Brothers’ Contest 


Offers Shoe Wardrobes 
ST. LOUIS — Plans for a 


sumer contest this fall have been 
announced by Roy S. Sundling, pres- 
ident of Brauer Bros. Shoe Co. En- 
trants will be asked to study a pho- 
tograph of three kittens and answer 
the question, “Why are the Paradise 
Kittens so happy?” Over 1000 re- 
tailers from coast to coast are 
pected to tie in. 


con- 


ex- 


Prizes will be 15 complete shoe 
wardrobes of Paradise Kittens/Kit- 
tenettes shoes. In addition, 100 
single-pair prizes will be awarded to 
runners-up. 

The 1960 contest is a follow up to 
another last year which brought 
15,000 entries. A complete mer- 
chandising package of entry blanks, 
display material, radio spot an- 
nouncements and newspaper mats is 
being sent to all Brauer Bros. re- 
tailers. 


Ad Links Ripple to Stereo 


DETROIT — Ripple Soles are 
linked with women’s casual fash- 
ions and stereo in a unique mer- 
chandising tie-in the September is- 
of Seventeen magazine. Pic- 
tured in a full-page color ad are 
three young women smartly dressed 
in the latest casual apparel and 


sue 


September 15, 1960 


wearing Ripple Sole shoes—while 
they enjoy music from a portable 
stereo phonograph. Cooperating in 
the project were Ripple Sole Corp., 
RCA-Victor and Peter Freund 
Fashions. Theme of the ad: “New 
dimension in sound—new dimen- 
sion in comfort.” 


Pinseal Grain Soling Offered 


CHELSEA, MASS. — American 
Biltrite Rubber Co. is making avail- 
able a Pinseal Grain finish on its 
nuclear soling materials, according 


“for Niceness in Shoes” 
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Write for catalog 
and name of nearest 
representative. 


ST. LOUIS SALES OFFICE: Suite 700, 503 N. 12th St., 


KINGHAM 


O 


| A aoe et 


NEW MARKET, 
NEW HAMPSHIRE 


i 


i ! 


a a iii 


hu 


‘a 


SHOE 


to Eliot Bernstein, sales manager. 
Through a special process, the finish 
may be imparted to all qualities and 
thicknesses of Biltrite nuclear 
soling sheets, he said. 


Union Rejected at Hartnett 

AYER, MASS.—In a Nationa! 
Labor Relations Board election, em- 
ployees of the Hartnett Tanning Co 
here voted 209 to 125 against repre- 
sentation by the Leather Workers 
International Union of America, 
AFL-CIO. 


o ! i 


A TOUCH 
OF CHARM 


‘ 


St. Louis, Mo. 


COMPANY 





Winter Boots Come in Many Shapes and Sizes Sueded Pig-Grain Split 

, Se Ame *>.%_. Joins Irving Leather Line 

Bie: BOSTON — A sueded pig-grain 
split called “Porky” has been added 
to the Irving Tanning Co. line. Sam 
Davis, sales manager of the com- 
pany’s split division, said the new 
tannage is available in a full range 
of colors, weights and sizes for use 
by makers of semi-dress shoes. Its 
“silky highlighted nap and soft tex- 
ture” are stressed. 

According to Mr. Davis, the new 
leather has “a simulated pig-grain 
on the flesh side and a mottled pig- 
suede on the face.” He said manu- 
facturers’ response after sampling 
the tannage indicates it wil] be one 
of the company’s most popular 
spring selections. 


* International Shoe Machine 

Corp., Boston, has opened a district 
These half-dozen boots for women, college girls, teenagers and children ilustrate the office at 425 Venice Bivd., Los An 
voeriety available. Left: Mishawaka Red Ball mother-and-daughter lined corduroy boots : 
with sock tops. Center: two B. F. Goodrich-Hood Glamor Boots, fleece-lined and made in geles, to serve West Coast shoe 
colors matching or contrasting with new colored rain copes. These are being promoted manufacturers. In charge is Pat 
for the college girl. Right: two from U. S. Rubber—a single-loop closure, the Snow Skimmer 
for misses and women, on pointed toe, with cold-resisting plastic inner layer and Dynel ‘ 2 
fabric pile cuff; and Tempest Boot for children and juniors, some as Snow Skimmer but the Puritan Shoe Manufacturing 

made with two-loop closure and without the pile cuff. Co 


Now Appeal \Rmmeer  seeli eer 


; ‘ FOR LOWEST PRICES 
TO WOMEN ; - On Shoes That Retail From $12.95 to $50.00 
CUSTOMERS : , ‘ ; at savings of 30-60%, 


WOMEN’S NATIONALLY BRANDED FOOTWEAR 


(If you ore outside franchise creas) 
MOST MODERN SHOE JOBBING HOUSE IN AMERICA 
Miami Beach Shoe Show—Hote! Deauville Rm. $37 


ii Foam ° - | Sots Shoe Company 
i 121 LINCOLN STREET, BOSTON 11, MASS 
POINTOE 


CUSHION 
INSOLES 


Here's absolute comfort for the fashion-conscious woman 
(who isn't these days?)! The new POINTOE insole fits per- 
fectly into Italian style, pointed-toe shoes. Gives quick relief 
to tired feet, cramped toes, callouses and corns on bottom of 
feet, sore, tender heels. Miracle Vi-Foam* absorbs shock of 
each step. Contains no rubber. Electronically sealed edges 
won't bulk. In display container. Women's sizes 4-5-6-7-8- 
9-10; Beige, White, Black, Pink, Gray, Blue. Packed two dozen 
assorted sizes and colors. Retail $1.00, Whis. $8.00 doz. 


THE SCHOLL MFG. CO., Inc. 
213 W. Schiller, Chicage * 62 W. 14th St, New York * 3273 £. 46th St., Los Angeles WELLCO SHOE CORP. Waynesville, North Carolina 


Fazio, formerly superintendent of 
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PUT YOUR 
SALES ON A 
SURE FOOTING! 


SPERRY LINE 
OFFERS YOU MORE! 


™ MORE CUSTOMER ACCEPTANCE 
@ MORE STYLES TO SELL 

@ MORE MARKUP 

@ MORE PROFIT 


Sperry Top-Siders, America’s No. 1 anti- 
slip boat shoes, are the big money- 
makers in this boom in family boating! 
Sperry Dealers enjoy great advan- 
tages—highest customer acceptance be- 
cause of a long, unbroken record of 
high-quality Sperry performance — 
continuous national advertising — year 
around “in stock” service —healthy 
profit protected by fair-trade pricing. 


Leather Ox. 


Write: Box 338 G, Naugatuck, Conn. 


Pacific Industries Sells 


| A. K. Salz Tannery 


SANTA CRUZ, CALIF.—The A. 
K. Salz Tannery, a century-old pro- 
ducer of specialty leathers, has 
been sold to a California group 
headed by members of the Salz 
family. 

Norman Lezin, head of the tan- 
nery operations for the last 12 
years, will be president of the new 
company, the A. K. Salz Tannery, 
Inc. Margaret Salz Lezin will be 
vice-president. 

In disposing of the tanning firm 
and two other, unrelated companies, 
Henry L. McIntyre, president of 
Pacific Industries, described the 
transactions as “a major step in 
the company’s continuing program 
to concentrate its activities in those 
areas of above-average growth po- 
tential.” He said the three divi- 
sions all accounted for operating 
losses in the 11 months ended July 
$1. 

Pacific Industries is a widely 
diversified industrial firm. 

As for Salz, Mr. Lezin said the 
new owners will continue existing 
policies, products and distribution. 
Product improvement and new- 
leather development will get more 
emphasis. 

The tannery, known for its oak- 
tanned California saddle leather, 
has introduced a hand-boarded and 
waxed specialty leather, Del Mar 
Hide. This full top-grain, aniline- 
dyed product is said to result from 
two years’ research. Originally 
made for the bag, strap and case 
field, Del Mar Hide is being mar- 
keted to the quality shoe trade. An- 
other new line for shoes is San 
Lorenzo Kip, a full-grained West 
Coast kip. 


gee 


CORRAL greater 
profits with... 


GODING 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


VISIT US AT THE CHICAGO TRADE SHOWS: 


September 15, 1960 





British Expect Plastic Lasts, Don’t Know When 


LONDON — British last makers 
agree plastic lasts are coming but 
they disagree by 14 years as to 
when they’re coming. 

J. F. Sexton, managing director 
of O. A. Miller Last Co., Ltd., said 
in a speech that in about 15 years 
lasts will be made of plastic. He 
added that it was possible to make 
them now but they are too heavy 
and too costly. 

In an article in The Shoe and 


INDEPENDENT SHOE MANUFACTURERS 
FOR MAXIMUM PROFITS FACTOR WITH | 
WILLIAM ISELIN & CO., INC. | 


Leather Record, R. Whitton re- 
sponded by saying he was more 
optimistic. Mr. Whitton, also a 
last maker, said that while the 
plastic last was not yet ready for 
bulk production, it was not such a 
long-term prospect and could be 
commercially available within one 
year. 

Present plastic lasts are about 
one-third heavier than their wooden 
counterparts but Mr. Whitton said 





, 





he felt the problem could be over- 
come. 

He said the advantages of the 
plastic lasts include the removal of 
a storage problem because there 
would be no variation in size due to 
absorption or loss of moisture, lasts 
would not be damaged as easily, 
and eventually bottom plating could 
be eliminated. 

Editors of the Record, a British 
trade publication, added that they 
felt the introduction of the molded 
plastic lasts was near because of 
the force of circumstances. They 
pointed out that orthodox wood last 
making is a highly skilled operation 
both in the original model making 
and in each of the subsequent op- 
erations. They said there are prob- 
lems of waste in the industry and 
also a problem of finding recruits 
for the industry. 


Colonial’s Colored Patent 
Offered in ‘Luxury’ Finish 


BOSTON—Colonial Tanning Co., 
Inc., is making its line of “basic 
color” patent leather available in the 
new “Luxury” finish as well as the 
regular type of finish. Increased 
trueness of color and depth of gloss 
is claimed. 

Luxury colored patent is offered 
in the various shades of brown, blue, 
red and other colors, as well as white 
and bone. The company views these 
leathers as “increasingly important” 
for spring and summer 1961. 


Beebe Opens Laboratory 

NASHUA, N. H.—A 2,500-sq.-ft. 
addition housing a quality control 
and research laboratory has been 
opened at the Beebe Rubber Co. 
plant in Nashua. E. Colman Beebe, 
president, said the laboratory is 
primarily for research and develop- 
ment of new rubber products for 
the shoe industry as well as quality 
control checking of all production. 
George Sadler is laboratory mana- 
ger and Joseph Elkavich is quality 
control supervisor. 


Canadian Tanner Shutters 

HUNTSVILLE, ONT.—The 63- 
year-old Anglo-Canadian Leather 
Co. closed permanently on Sept. 1 be- 
cause of increased production costs 
and “decreasing demand.” The firm 
employed 100 workers. 
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Where to Buy 





JOBS 


JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 


Men's, Women's 
For Quick Action, write, 





IRVIN RUBIN The House of Jobs 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7- 


Will Buy Your Close Outs 
Short Leases Assumed 
and Children's 


wire or phone collect 


7887-8 











MERCHANTS’ NEEDS 





ORTHOPEDIC FOOTWEAR 





PAY OFF / ar, 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ed clipping service and special 
short term trial offer. _ 


Neme 
Company 
City 











Wage Hike at A. C. Lawrence 

PEABODY, MASS.—Under a new 
two-year contract, 190 employees 
of the South Paris, Me., plant of 
the A. C. Lawrence Leather Co., 
are to receive wage increases and 
improvements in fringe benefits 
which, when fully effective, will to- 
tal 10 cents an hour. The agree- 
ment provides for an average wage 
hike of 5.3¢ per hour retroactive to 
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| TARSO SUPINATOR SHOES® 


for weak or flat feet 

. prescribed by doctors 
as the modern corrective 
shoe for children. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


Broodwey 7 Yonkers, N. Y. 





Be sre you see the full line of 


TARSO SHOES 


of the 
NATIONAL SHOE FAIR 
Chicago * October 23-26 
ROOM 967W + PALMER HOUSE 














BOX HANDLERS 
SAVE TIME LONG ARM® 


To coon samm. sane 


SELL 
more 
SHOES 


with Long Arms. You get 
shoes from the high 





| shelves quicker, easier, 
| safer than by any other 


method or you may re- 


| turn them. Lonq A’ 


with 24°, 36", 48° and 60" hondies, $3.95; with 


| 72" handles, $4.95. Postage prepaid in USA 


Specify handle length and if for men's or women's 
boses. Your jobber or 


CARL BEEMAN 


Cedar Heights Rd Stamford, Conn 


Aug. 13 and another increase of 4¢ 
an hour effective Aug. 12, 1961, 
both including incentive earnings; 
and improvement in hospitalization 


insurance amounting to 0.7¢ per 


hour. 


Ripple Soles on the Stage 
COHASSET, MASS.—Ripple Sole 
shoes invaded the straw hat theater 
circuit this summer when the entire 
cast of “Pajama Game” at the South 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


‘While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 
Quality shoes since '$2 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 


For Over 45 Years 
Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine a) 








MA 1-3363 


Shore Music Circus here was out- 
fitted with the soles. Objective was 
to “reduce foot fatigue while put- 
ting spring in their step and lending 
more bounce to difficult dance rou- 
tines.” According to Ripple Sole 
officials, the cast’s reaction was 
favorable. 





Personnel 





AL FASTOW 
Acme VP 


Elected... 


Al Fastow, vice-president in 
charge of market development for 
Acme Boot Co., Clarksville, Tenn. 
He had been sales manager since 
January 1959. 

Richard Caplin, a member of the 
advisory board of directors of 
Genesco, Inc., Nashville, Tenn. He 
is vice-president of Kleven Shoe 
Sales Co., Spencer, Mass., a Genesco 
subsidiary. 


RICHARD CAPLIN 
Advisory Director 


Promoted... 


Joe Edmondson, from assistant 
sales manager to sales manager of 
Acme Boot Co., Clarksville, Tenn., 
succeeding Al Fastow. 

Wesley Anderson, from Middle 
Atlantic sales representative to as- 
sistant sales manager for the 
Amalgamated Leather Cos., Inc., 
Wilmington, Del. 


Appointed... 


John W. Stahmann, credit man- 
ager and administrative director 
for Dr. Posner Shoe Co., New York. 
He formerly assistant vice- 
president of William Iselin & Co., 
Inc., factoring firm, in charge of its 
shoe division. 


was 


- 


STANLEY W. HEGE 
District Monoger 


NEIL A. SMITH 
Selling for Accent 
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WESLEY ANDERSON 
Asst. Soles Heod 


JOE EDMONDSON 
Soles Manager 

Jack Newcomb, sales representa- 
tive for American Girl Shoe Co., 
Boston, covering California, Ari- 
zona, Colorado, Nevada Wyo- 
ming. He succeeds Hy Shaber, who 
resigned. 

Edward J. Olbrych, sales repre- 
sentative for Dunham Bros. Co., 
Brattleboro, Vt., covering northern 
Vermont and New Hampshire. He 
succeeds Ralph Lamphere, who cov- 
ered this territory for 31 years. 

Neil A. Smith, sales representa- 
tive for Accent division, Interna- 
tional Shoe Co., St. Louis, replacing 
Charles Broughman, who resigned. 
Mr. Smith will cover Ohio, Mary- 
land, Delaware, Virginia, West Vir- 
ginia and Washington, D. C. 

Stanley W. Hege, district man- 
ager for Merit Shoe Co., Inc., a sub- 
sidiary of Endicott Johnson Corp., 
Endicott, N. Y., succeeding Nilus 
P. Phillips, who retired. Mr. Hege 
is responsible for 36 stores in the 
Virginia, Georgia and 


and 


Carolinas, 
Florida. 
Russell Klink, sales representa- 
tive for Harri Hoffman Co., Inc., 
Milwaukee shoe dressings firm, 
covering Chicago and northern II- 
linois. He replaces the late George 
Teasdale. Formerly Mr. Klink cov- 


KENNETH W. OGDEN 
General Monoger 


AUSTIN McLEAN 
In Promotion Post 


EDWARD OLBRYCH 
Nomed by Dunham 


JOHN W. STAHMANN 
Joins Dr. Posner 
ered southern Illinois and Indiana. 
Austin McLean, sales promotion 
manager of Beebe Rubber Co., 
Nashua, N. H. He will continue as 
sales director of the firm’s athletic 
shoe sole division. 

Kenneth W. Ogden, genera! man- 
ager of the B. B. Chemical Co. of 
Canada, Ltd. 

Jim Tzellas, shoe finish technical 
service representative for UBS 
Chemical Co., Cambridge, Mass. He 
will assist sales representatives Sy 
Shinder and Ralph Atchue in the 
Pennsylvania sales territory 

Bernie Morgernstern, assistant 
to Ralph Atchue in the New York 
sales territory of UBS Chemical Co. 

Dr. Harold M. Sonnichsen, direc- 
tor of fiber and saturant research 
in the polyfibron division of Dewey 
& Almy Chemical Division, W. R. 
Grace & Co., Cambridge Mass. 


Ine Business... 


Ernie Weiss, head of Eldorado 
Industries, Lynn, Mass., maker of 
decorative shoe products including 
metal, cast and plastic ornaments. 
Formerly he was a sales representa- 
tive for American Shoe Specialties 
Co. Associated with him is his for- 
mer assistant, Lewis W. Ginsberg. 


DR. SONNICHSEN 
To Dewey & Almy 


ERNIE WEISS 


In Business 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


Million Dollar Travelers 

TWENTY-TWO salesmen of Red 
Wing Shoe Co. were honored at 
the annual sales meeting of the 
company in Red Wing, Minn., in 
August. The company has organ- 
ized “clubs” with membership 
based on the volume of shoes sold 
since the travelers joined the firm. 
There are a Five Million Dollar 
Club, to which three men were 
named; a Three Million Dollar 
Club, with eight members, and a 
One Million Dollar Club with 11. 

W. D. Sweasy, president of Red 
Wing, presented the membership 
certificates at a family banquet 
climaxing the three-day sales m-et- 
ing. Named to the Five Million 
Dollar Club were Ed Burger, Day- 
ton, O., who is retired and could 
not attend; R. H. Carlson, Red 
Wing, Minn., and N. E. Johnson, 
Atlantic, la. 

The Three Million Dollar Club 
includes K. J. Johnson, Sioux Falls, 
S. D.; K. E. Brown, Eureka, Kan.; 
L. J. Coty, Red Wing, Minn.; Harry 
P. Williams, Fort Wayne, Ind.; 
R. C. Jones, Vernon, Tex.; C. V. 
Olson, Boise, Ida.; H. G. Williams, 
Dallas, and Don Anderson, Port- 
land, Ore. 


Salesmen and Accessories 

A LITTLE guidance on the part 
of the shoe traveler in helping re- 
tailers promote the sale of acces- 
sory items can easily mean addi- 
tional dollar volume for the retailer 
and thus relieve the pressure 
some tight-margin shoe 
items. This is an idea tossed to shoe 


caught by 


salesmen by Independent Shoemen 
in a recent issue of its “Operational 
Know-How” titled “Alert 
Your Retailers to Accessory Items.” 

“In your travels,” the bulletin 
noted, “you no doubt talk to many 
alert merchants who know how to 
promote the accessory items profit- 
ably, and augment their regular 
sales in such a way as to create 


series, 


September 15, 1960 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


Six of the eight salesmen elected to Three Million Dollar Club of Red Wing Shoe Co. are 
(left to right) Don Anderson, K. J. Johnson, L. J. Coty, H. G. Williams, R. Claude Jones 
and C. V. Olson. Missing from photo are Karl E. Brown and Harry P. Williams. 


Membership certificates in Five Million Dollar 

Club of Red Wing Shoe Co. ore presented 

by William D. Sweasy (right), president, to 

R. Hons Carlson (left) and Norman E. John- 

son. Ed Burger, third member of the ‘club,’ 
is missing from picture. 


. 2 ° 
extra traffic—which is another way 
of opening up new opportunities for 
the sale of your own shoes. 

“It would seem logical that a 
traveler would have a ready list of 
resources right on the tip of his 
tongue to advise the retailer where 
to obtain the proper color polishes 
on his own line of 
Also, if he happens to be selling 
women’s or teenage styles, he 
should be able to direct his cus- 
tomer to the ornament house that 
could supply the best in clips and 


to use shoes. 


bows for this merchandise. 

“We would be pretty naive if we 
were not aware of the numerous 
non-food items that are now being 
sold in supermarkets. What, then, 
is wrong with promoting non-shoe 
items in shoe The plain 
truth is many items are naturals as 
shoe store items as they are basi- 
cally wardrobe articles.” 

. & “Your job as a 
salesman covers many areas of ac- 
tivity not directly related to selling 
shoes. It is these indirectly related 
activities that help you to be more 
than a drummer on the road. The 
retailer needs you as an advisor.” 


stores? 


stressed, 


Correction 


THE Aug. 1 installment of 
“Salesmen on the Road” incorrectly 
reported that Leo Hecker, a 54-year 
veteran of the Potter Shoe Co., Cin- 
cinnati retailer, had become asso- 
ciated with Miller Shoe Co., also of 
Cincinnati. Actually Mr. Hecker 
had merely assumed new duties as 
care and fit consultant to Potter, in 
addition to his regular chores. He’ll 
be in charge of exhibits for Potter, 
not Miller. But as the “Miller Foot 
Defender,” a house organ, reported 
recently, “Lee and Miller Shoe Co. 
have been warm friends for years.” 
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FIRST FOR QUALITY— 
fit—style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for active 
boys—with sturdy construction that means steady 
repeat business. Brooks shoes consistently give 
you EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 1-3; 
3%4-7; 742-9; with widths A through 
E, to retail PROFITABLY at $6.95 

to $8.95. 


The 
SHARPIE 


#8419 — NEW 

black pointed-toe, moccasin- 

type Blucher oxford, Savoy last. IN- 

STOCK to retail profitably at $7.95 to $8.95. 


See us at the NATIONAL SHOE FAIR 
Room 817, PALMER HOUSE 





Self Serv Fixture Firm 
Moves to Bigger Factory 


DALLAS — The growth of self 
service stores has led to the expan 
sion of a supplier of these retailers 
Self Serv Fixture Co., Inc., of Da 
las, which makes self-service racks 
for shoe and department stores, dis 
count houses and other stores, an 
nounced it would move about Sept 
15 to a plant four times as big as 
the previous one. 

The new one-story plant, wit! 
about 15,000 sq. ft., is at 1215 Slo 
cum in the city’s Trinity Industria 
District. Plant Manager Paul Browr 


| said the factory will have a daily 
| capacity of 200 racks compared wit} 
| 30 in the other quarters. 


The company says its fixtures are 
being used by major retailers across 


| the U.S 


Gold Seal Names Winners 


.| Of Cars in National Contest 
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THIS LITTLE PIGGY’S REAL COOL 


Piush Pigmillion Pigskin’s the coolest leather of them ali. Thousands 
upon thousands of pores in the hide actually ‘breathe.’ Even ona 
scorcher of a day, feet sheathed in shoes of this lush leather are as 
cool and comfortable as can be. Pretty coo! reason why you should 
investigate 


Sees 


FOR RESOURCES, WRITE TO 
5 ¥) 
HAUS OF KRAUSE + ROCKFORD, MICHIGAN CA 
\ 


¥ 











BOSTON—The Gold Seal Rubber 
Co. has awarded three Lark sedan- 


| to winners of a recent national con- 


test called the “Gold Seal Car-niva! 


| of Values.” Two shoemen are 
| among the winners. 


Gil Goodman of Keeler’s, South 


| Norwalk, Conn., received an autc 


because it was he who provided an 


| entry blank for the consumer wi 


ner, Mrs. Frank H. Fitch of Nor- 
walk. Mrs. Fitch submitted the best 
25-word statement on the merits of 


Gold Seal footwear. 


Winning the third car was Sau! 
Marmer, owner of Marmer Shoes in 


| Cincinnati. His interior and win- 
dow displays were judged tops 


More than 80 per cent of the par- 
ticipating dealers set up special dis- 
plays to spark public interest in the 
competition. There were more thar 
a quarter-million entries. 


Bow Firm Expands After Fire 
PHILADELPHIA — Rhinestone 
Distributors, Inc., which manufac 


| tures leather and rhinestone bows 
at 2830 W. Dauphin St., here, hax 


resumed full operations following a 
recent fire. Ralph Schwartz, presi- 
dent, said the company has ex- 
panded its manufacturing space by 
8,000 sq. ft. Ernesto Lamonte, a 
leading Italian stylist of bows, de- 


| signed the firm’s fall line. 


Boot and Shee Recorder 





Wanted to Purchase 











WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
Max 1. Meltzer, Pres. Ivanhoe 11-9630 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men'3, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


bn SHOE STORE 
116 
City, WN. J. Bergenline Avenue 


Phone or Wire Collect 


UNioa 3-6413 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Iilinols 
Wabash 2-3797 





* SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


or wire for fast ae 
a ° = —, men's, 
women's and chil 6 shoes. 


he re FOR OVER 45 YEARS 


(formerly Broitman-Gafia) 
146 DUANE ST 
NEW YORK 13, N. Y. 
BE 3-7290 














YOU GET 


M 0 R E CHILDREN’S SHOES 
YOU GET Complete Stocks and 


OP NSJaim Stores Solicited 


At All Times. 


FOR CLOSE-OUTS of 
MEN'S, WOMEN’S and BARRIS 


SHOE Co. 


79-81 READE ST 
NEW YORK 7. NY 


Phone: WOrth 2.5180 








WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street. Boston, Moss 











M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West, Sdwey New York City 
. Beekman 3-0141-2 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS re 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 26358 


Phone or wire 
collect 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 6&-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








46 E. Fulton St. 


SALESMAN WANTED 


Popular priced line of Old Pals children’s shoes to retail from $3.95 to $5.95. 
All shoes in-stock, Columbus, Ohio. Non-conflicting sideline may be carried. 


Territories open: Colorado, Arizona, New Mexico; 
Maryland, Delaware, Virginia; 
Carolinas & Georgia. 


Write complete details. Replies confidential. 
Samuel T. Levin 


GODMAN SHOE COMPANY 


Columbus, Ohio 








MEN'S SHOES 


BATES has a well-established terri- 
tory available comprising New Jersey 
and parts of eastern Pennsylvania 
and Westchester County. Experi- 
enced manufacturers representatives 
only, write in confidence outlining 
experience and qualifications. 


Martin Neslusan—Asst. Sales Mgr. 


Bates Shoe Company 


Webster, Massachusetts 





Truly great opportunity for Women’s 
Shoe Salesmen— 


Because of growth, there is an open- 
ing for qualified man to represent 
fast growing Nationa! brand, popular 
priced tadies’ dress shoes. Please 
send full detaiis first letter—but ONLY 
if you qualify: 


1. Must have thorough experience 
and a good record selling to shoe re. 
tailers in the following territories—a) 
Chicago or Mid-West, b) the South- 
east, c) Mid-Atlantic states, d) New 
York City and state. 


Your confidence will be respected. Our 
sales force knows of this expansion 


Reply to Bex 779, BOOT & SHOE RECORDER 
Chestnut & Séth Streets, Philadeiphia 39. Pa 








REPRESENTATIVES W 
SELL RAPIDLY GROWING 
leather nurses 
soles; to retail ; 
stock; liberal mmission; many 
available; give resume including 
ines presently carried and 
Reply t Box 774, Boor ano 


Chestnut & 56th Streets, PI 


SALESMAN WANTED 

{ Infants’, Children’s and M 
Pre-Welt Shoes. Reply to Box 
Snoe Recoapesr, Chestnut & 
ciphia 39, Penna 


SALES REPRESENTATI 
SHOE FABRICS: One for 
Mass New Hampshire 
ral divisions f 
heeee wover and 
Reply to Box 
Chestnut & Séth 


TRAVELING SHOF 
NOIS TERRITORY, ¢ 


und boys’ shoes, boots 


salary 





manuf artur 


TOP SALESMAN 


confidentia 
Reply te Bex 781. BOOT & SHOE RECORDER 
Chestaut & 56th Streets. Philadeiphia 39. Pa 














following territories open: 
¢ Chicago 

¢ Kentucky 

All in stock. 
Write in confidence, 


SHERMAN BROS. SHOE MFG. CORP. 


JUDY 'N’JERRY 


The quality line in the $3.95 to $5.95 juvenile field have the 


e Miss., La. 
e Minn., Neb., lowa 


May be carried as companion line. 


LOWELL, MASSACHUSETTS 











SOUTHEASTERN TERRITORY 
NORTH CAROLINA—SOUTH CAROLINA 
ALABAMA—GEORGIA—FLORIDA 


Geod paying. well established line of women's 
casuals retailing for $8.95 te $16.95. Will only 
consider an experienced man whe has worked the 
territory 


LISSAK SHOE, New Bedford, Mass. 








JUVENILE SHOES 


SALESMEN WANTED for Illinois and Indiana; 
also all Southeastern States area. Long established 
fine quality complete in-stock line of Juvenile 
Welts and Silhouwelts. Straight commission basis 
—+sideline no objection—good opportunity 


Reply te Box 780, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39. Pa 














FOR RENT 


SH¢ /E DEPARTMENT, 





WOMEN’S 
TABLISHED for lease, fu 
equipped. Write Satter’s Manchester, N. H 


118 


POSITION WANTED 





STORE MANAGER 
TAIL BETTER GR 
PENDENT store 
Want to cate if 





SHOE REFINISHING 








SHOE REFINISHING 
A-! Like New—75¢ pr. ANY QUANTITY— 
GUARANTEED WORK. Over 40 yrs. service to 
the Trade 
Contact 
APEX SHOE SERVICE 
S.W. Cor. 4th & Market Sts., Philadeiphia 6, Pa 
MA 7-3895 











FOR SALE 





FAMILY SHOF STORE FOR SAIL 
TIONALLY ADVERTISED BRAND 
me ve 5 estahl 4 


ESTABLISHED FAMI! SHOF 
ALL BRANDED NES; I 4 


FAMI SHOT 
BRANDS EXCELLENT 
SOUTHERN CALIFORNIT 
Volume ’ i 


f 


10¢ 


Boot and Recorder 





CLASSIFIED AND 
WANT ADS 








DISPLAY 








Cameron Company Displays 
500 Echo Lane, Glenview, Illinois 
New and originals in plastics and displays 
CHICAGO—CONRAD HILTON @IIA 
DALLAS—ADOLPHUS 
Let us re-do your windows 
Send for one of our experts 


JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR 














SIDELINE SALESMEN WTD. 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


WEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SIDELINE MAN WANTED INSTOCK 
LINE OF popular priced work shoes and boots 
Michigan, lowa, Illinois have some business 
established (Mher territories available; attrac 
tive commission: Union Shoe Mfg. Co., She 

vygan, Wisconsin. The Columbia Line 


SIDELINE SALESMEN WANTED FOR 
UTSIDE OF NEW YORK CITY Long es 
tablished holesaler carrying branded children’s 
f high style women’s casual 
State references Reply t 
ann Suor Recoaper, Chestnut 

I} adel pt a », Penna 





MALE 
HELP WANTED 








HIDE & SKIN 
MAN 


EXPERIENCED PFD 
LEADING TANNER 
IN FIELD 
NEWARK, N. j. AREA 
SALARY COMMENSURATE 
WITH EXPERIENCE 


Reply to Box 776, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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This index is published as a convenience. 
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UNITED CHEMISTRY IN ACTION... 
Helps You Produce More and Better Shoes 


Chemistry produces the cements and know-how for the unique, 
cost-saving PLIRIB* insole rib materials 

Chemistry even contributes vital metallurgical data to provide 
precision fit and top quality steel for users of VITA-TEMPERED 


Behind United shoemaking products there is a remarkable 
world of chemistry in action. This chemistry gives shoemakers 
new opportunities for increased cost savings, improved quality 
and extra beauty and durability 

Chemistry gives you the quality line of SUPERGRIP” Sole 
Attaching Cements — formulas that can bond all materials for 
all types of shoes. Plus the new cost-cutting BE BE ROD” 
thermoplastic cements, too 

Chemistry helps produce the world’s most extensive line of 
quality finishes — including remarkable DURALENE” and 


SUPERFIL* shoe finishes 


shanks 
When you 
making problems 


need new and different solutions to tough shoe- 
or want top value in shoemaking supplies 

rely on United's “chemistry in action” for that extra margin of 
quality and dependability. United Shoe Machinery Corporation, 


140 Federal Street, Boston, Mass. 








YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


THe WA catatoc... 





Make the 
NUNN-BUSH 


Discovery 


7” 

Tu world of shoes is one in which superior 

quality is the only true economy. How 

can you tell superior quality? Certainly not 

by price alone. 

ARISTOCRAT LAST 
syle @40 + ' . BY , 

Perhaps your best safeguard is the Nunn-Bush 
reputation for the highest standards of 
ARISTOCRAT LAGT 


the industry . the finest leathers the most 
character in styling. Only Nunn-Bush 

DOARwWwiIn LAST 
Shoes are ANKLE-FASHIONED ... to improve 


fit, preserve the style, add extra months 





of satisfying wear. 


First in Quality?! 


Nunn} Bush 


ANKLE-FASHIONED SHOES 


/ 


from y 9 95 


10 - 9 50 


See your /oca/ Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY, Milwaukee 1, Wisconsin 








~ 


e 





ae CY THE 
TRIDE NITE 


é do | SHOE > 











